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Biow Co. Resigns 
Schenley Account 


New York, Jan. 17—Biow Co. 
today offered to resign the Schen- 
ley Distributors account, which 
consists of billings on Old Stagg 
bourbon and Cream of Kentucky. 

The resignation offer, sent to 
reporters in a telegram from Ben- 
jamin Sonnenberg’s office (which 
sometimes consults on Biow pub- 
licity problems), placed the date 
of resignation “to take effect at 
Schenley’s option.” 

At the distiller’s office, the first 
reaction was typical of Schenley’s 
tight-lipped public relations poli- 
cy: “We are unable to confirm 
the resignation.” 

It was possibly the final round 
in an undercover battle which has 
gone on for a year and a half 
(AA, May 15, °50), and which 
finally brought the agency—which 
in its nine years on Schenley 
brands became the largest of the 
distiller’s 13 agencies, and carried 
the lion’s portion of the billing— 
down to two brands. 


@ Last August, Schenley Reserve, 
Old Schenley bonded, Sir John 
Schenley and Schenley gin were 
shifted away from Biow and given 
to Batten, Barton, -Durstine & Os- 
born. At that time, Old Stagg 
which recently had been resigned 
by Benton & Bowies—and Cream 
of Kentucky, previously handled 
by Federal Advertising Agency, 
were awarded to Biow Co. 

The two brands, however, were 
both doing well competitively— 
and their budget is estimated at 
more than $2,000,000. 

About an hour after Schenley 
was queried about the resignation, 
the company said—through its 
public relations counsel, Carl Byoir 
Associates—that “Schenley is now 
able to confirm the fact that Biow 


A single gift that serves @ thousand woys 


GET THE POINT—This b&w quorter-page 
Ekco Products Co. ad will appear in The 
Saturday Evening Post on Feb. 16 and 
in the March issue of Woman's Home 


Companion. Fifty-two ads will run in 13 | 


magazines during the first half of ‘52. 


Earle Ludgin & Co., Chicago, is the Ekco | 


agency. (Story on Page 4.) 


has resigned. No effective date can 
be announced. The company is 
considering other agencies.” 

Almost simultaneous with the 
Biow announcement came the res- 
ignation announcement of Erwin 
D. Swann, agency v.p., who had 
been handling the Schenley ac- 
count. 

Asked whether there was a con- 
nection between the two resigna- 
tions, Mr. Swann said “yes and 
no.” He explained that since Biow 
will no longer have the liquor ac- 
count he decided to make himself 
available to that industry. Asso- 
ciated with Biow for five years, 
he said he has no immediate plans. 


Two U.S. Nestle 
Companies Will 
Merge in June 


New York, Jan. 16—Unilac Inc., 
parent organization in the Nestle} 
group of companies in the Western | 
Hemisphere, has announced that} 
its two United States subsidiaries, | 
Nestle Co. of Colorado Springs, 
and Nestle’s Chocolate Co. of New 
York, will be merged into a single 
company to be known as the Nestle | 
Co. Inc. 

Headquarters of the merged 
company will be established in 
June at White Plains, N. Y. Pend- 
ing completion of a building to) 
be constructed there, the new 


company will rent temporary of-| 


fices in that city. 
The Colorado company manu- 
factures Nescafe, 
(Continued on Page 58) 


Nestea, Nestle’s | 


Highlights of the Week's 
News and Index to Fea- 


tures Are on Page 58 


Car Cards Clearly 
Exempted from OPS 
Ceiling Price Rules 


WASHINGTON, Jan. 17—The Of- 
fice of Price Stabilization made it 
clear today that ceiling prices do 
not apply to car cards or other 

display advertising in transporta- 
| tion vehicles. 
Amendment 7 to General Over- 
riding Regulation 14 dispelled con- 
| fusion by specifically decontrolling 
advertising in street cars, buses, 
taxicabs, trains, ferries and air- 
| craft. 

The Defense Production 
| specifically exempts newspapers, 
| magazines, radio and other major 
media from control, but other me- 
| dia were left in uncertain status. 

Earlier, OPS also exempt ad- 
\oeee agencies. 


PS RULES AFFECTED 
‘BY COSMETICS ORDER 

WASHINGTON, Jan. 17—The Of-)| 
| fice of Price Stabilization today | 
told cosmetic industry members it} 
| will be watching the steps they 
|take to comply with the Federal 
| Trade Commission’s recent ruling 
| “proportionalizing” demonstrators | 
land sales promotion pence 

(AA, Dec. 3, ’51). 

OPS said cosmetic firms bring- 

(Continued on Page 4) 


Papers Propose 
‘52 Rate Hikes 


ROcHEsSTER, Jan. 16—Linage in- 
creases for 1952 in retail, national | 
and classified advertising are pre-| 
dicted by at least 50% of the pub-| 
lishers replying to an advertising | 
questionnaire sent out by the New 
York State Publishers Assn. 

These and other statistics con- 
cerning advertising rates were 
brought out in an advertising panel 


Act | 


as some 100 publishers—who rep- 
resent more than 80 newspapers 
outside of New York City, with be- 
| tween 3,000,000 and 4,000,000 cir- 
| culation—coneluded a leisurely 
two-day winter convention. 

‘ 
je The session began Monday night 
| with a joint banquet with the} “°r'r '™'' 
New York Associated Dailies and 
| was followed by two morning ses- 
sions yesterday and today 
earlier story on Page 55). 

The questionnaire was answered 
by 44 respondents who were di- 
vided into four circulation groups: 
Under 10,000, 10,000-25,000, 25,- 
_ 000-50,000 and over 50,000. 

The same questions were asked 
with reference to local, national 
and classified advertising. Break- 
downs produced low and high lo- 
cal, national and classified mini- 
mum rates per inch and per inch 
per 1,000 circulation. 


abe 


FOR PERPETUAL SUPPLY—Weyerhaeuser 

Timber Co. will use color pages like 

this in a magazine campaign now start- 

ing to tell what the forest industry is 

doing fo preserve timber supplies. (Story 
on Page 2.) 


(see 


Agencyman Dowd 
Gets His Feet Wet 
in Client's Business 


New York, Jan. 15—Yesterday 
a Northeast Airlines plane carry- 
| ing 33 passengers and a three-man 
# Some of the other results of the| crew missed making a_radar- 
survey are as follows: guided landing at LaGuardia Field 
Local advertising: ‘and plunged into the East River, 
1. Twenty-three papers had rate all persons surviving the crash. 
increases in 1951. Among the passengers was John 
2. Rates have been increased! C. Dowd, president of Dowd-Red- 
four times or better since 1940 by | field-Johnstone. 
at least 13 papers. In seven cases, Dowd-Redfield-Johnstone is 
(Continued on Page 55) Northeast’s agency 


Last Minute News Flashes 
Four Companies Tie In for $1,000,000 Contest 


MINNEAPOLIs, Jan. 18—The biggest joint contest promotion ever held 
was announced today in a four-page ad in Life. Wesson Oil & Snowdrift 
Sales Co. and General Mills (for Gold Medal flour) used a spread on 
the $1,000,000 contest (first prize $20,000, others Crosley appliances) ; 
the third page was that of Crosley division of Avco Mfg. Corp. telling 

| why Crosley products were selected as prizes, and the fourth page was 
Borden Co.’s to advise use of its None Such mince meat in the contest 
which, incidentally, is for completions of “I like Betty Crocker’s Stir- 
n-roll recipes because. . .’”” These four pages will also run in the Febru- 
| ary Ladies’ Home Journal, and Wesson and GM pages will! run shortly 
| in nine other magazines. 


Ayer to Handle Cannon Bedspread Account 

New York, Jan, 18—Cannon Mills Inc., manufacturer of bedding, 
towels and hosiery, has appointed N. W. Ayer & Son, agency for its 
Cannon towels, to handle advertising for Cannon bedspreads, the 
company’s first major product to be introduced in a number of years. 
Consumer and trade advertising will be launched through Ayer’s New 
| York office. Young & Rubicam is agency for Cannon sheets and hosiery. 


Jelke Shifts from BBDO to Hewitt, Ogilvy 


New York, Jan. 18—Jelke Good Luck products division of Lever 
Bros. Co. next week will announce it is switching its account from 
Batten, Barton, Durstine & Osborn to Hewitt, Ogilvy, Benson & Mather. | 
Jelke turns out Good Luck margarine, whipped dressing and bakery 
products. 


| 


Gretz Brewing Names Scheideler, Beck 

PHILADELPHIA, Jan. 18—William Gretz Brewing Co. will announce 
Monday a switch in its account from Seberhagen Inc. to Scheideler, 
Beck & Werner, New York, effective Feb. 1. 
| (Additional News Flashes on Page 59) 


50% of New York (Drv: Shift Their Attack... 
Proposed Law Affects 


Distilled Spirits Ads 


WASHINGTON, Jan. 17—Sen. Ed- 
win C. Johnson (D., Colo.) and 
Sen. Francis Case (R., S. D.) 
stumped the experts today by nar- 
rowing their crusade against al- 
coholic beverage advertising to ra- 


dio and TV plugs for distilled 
| spirits. 
Beverage, broadcast and dry 


groups had been predicting an all- 
out attack to take liquor, wine 
and beer off the air when the 
Senate’s interstate commerce com- 
mittee holds advertising hearings 
beginning Jan. 30. 

The legislation offered by the 
two senators today (S. 2444) is a 
sharp break from the Dry attack 
of the past four years, when the 
interstate commerce committee, 
under Sen. Johnson's chairman- 
ship, considered a flat ban on all 
alcoholic beverage advertising. 


# In 1950 the committee rejected 
the alcohol advertising bill by a 
single vote. 

First news of the shift in Dry 
strategy appeared in the January 
issue of “The Voice,” official or- 
gan of the board of temperance of 
the Methodist Church. 

Apparently jumping the gun, 
“The Voice’’ reported that the 
two senators had introduced legis- 
lation “to banish alcoholic bever- 
age advertising from the nation’s 
airways.” 

(Continued on Page 8) 


Colgate Jobs Open; 
Gilman's Resignation 
Followed by Healy's 


New York, Jan. 17—Robert E. 
Healy, v. p. in charge of advertis- 
ing of Colgate-Palmolive-Peet Co., 
has resigned, effective Feb. 1. He 
has been with the company for 
the past 18 years and in 1946 was 
elected a v.p. No successor has 
been named and E. H. Little, pres- 
ident of the company, is at pres- 
ent in Florida. 

Coming on the heels of the res- 
ignation a week ago of John R. 
Gilman, another Colgate v.p., who 
before joining the company three 
years ago had been with Lever 
Bros. Co. for 30 vears, the resig- 
nation caused rumors that there 
was “something cooking” at Col- 
gate. 

But Mr. Gilman and Mr. Healy 
told AA that their resignations 
were coincidental and that neither 
knew in advance that the other 
was about to resign. Neither would 
comment on the reasons for his 
leaving, but both said they would 
be glad to discuss the matter later 


when their future plans had crys- 
| talized. 

Sources close to Mr. Healy at- 
| tributed his resignation to his de- 
lsire to switch to an occupation 
which would let him keep more of 
his earnings, which have been esti- 
mated as high as six figures. Dur- 
ing his 18-year span with Colgate, 
he may have passed on a billion 
dollars of advertising. 


Oy i ee Re Be ee ee fe 
a 
3 
Re, 
‘eS 
een 
by 
x 
x 
“Se 
= errr 
: - a ~ a ath ats = 
e WSPA 
or For EVERY Gift DAY! ; 
= 
* 
ae 4 oR 
‘a : N S 
Hae ASS al 2 4 . ‘ 
‘ i ee Pee 
» A ; “a3 =e See os a 
“, Ne z ‘ mf 
bis, a | r > s * ae Ya 
aa uf | A 3 ben 
KG a Prva - n 
: oe | hive | SD « 
S wow 8 om hed » vet, ee i . 7 oe =— = 
ae endl nahin Varge - j hg f - 
: ~ . ’ . } aN Fey : 
: FLINT | 
Ps OT Ee | 
; ‘ - EKCO 
: ; i 
- iz 
; ee : 
ee 
i —— 7 
f 
: | , 
7 
| =] 
| ua 
| 
= : 
e 
; a 
: zi 
a a 
a : 
of $$ i 
7 z 
= = 
ay. a 
oH x 
oa a 
z —- — _ — 7 
% | f 
é OO OOOO 
ms | Ls : 
ee = 
s - 
: a 
Pag ie. 
ae i 
c “4 ‘ 
a ‘ 7 
. F oa 
. a 
“ : 
wl . 
ie ca 
5 a 
| ip 
73 
i: 
is 5 
; 
| - 
+, “ 
i ee = 
A 7 
i) Al, 
Be aa, 
: Fd 
Pe - 
a 7 
: ee 
: 
4 : 
hae ee ; 
Se eet ot lc od oars ee eh aes d Bere eo eS Lee ee ee eee ae | ke ee, Oe e Sees aoe Bes. ce Re? js 4 a ee 
SS aca a i re ee ey . he Se enna 5 Sr eet Pe. cee 6 Cl eae). AR ea tis et a RR Gee tae, Se. SRS Be 


t 


Willys Boosts 


Budget 75% to 
Promote Aeros 


ToLepo, Jan 
land Motors Inc. will launch its 
new passenger car, the Aero, this 
week with a nationwide advertis- 
ing program in 1,500 dailies and 
weeklies 

Newspaper ads will be supple- 
mented at a later date by space 
in a dozen magazines, by outdoor 
advertising, and radio and TV 
spots 

Company officials said the three- 
quarter-page ad announcing the 


new passenger car will appear Jan. | 


17 and 18 to coincide with the un- 


veiling of the Aero in showrooms | 


across the country. 


8 Promotion for the new car will 
account for most of the 75% esti- 
mated increase planned for 1952 
over the 1951 advertising budget, 
company spokesmen said 

The 1,500 dailies and weeklies 
in which the new car ads will ap- 
pear this week will cover all ma- 
jor markets, they said 

“Six to ten weeks later,” four- 
color spreads will appear in Better 
Homes & Gardens, Coilier’s, Cue, 
Life, Look, The New Yorker, 
"Newsweek, Pathfinder, Quick, The 


Saturday Evening Post, Sunset 
Magazine, and Time. Four-color 
will also run in Country 


pares 


Gentleman and Farm Journal, and 
b&w pages in Capper’s Farmer, 
Progressive Farmer, Southern 
Agriculturist and Successful Farm- 


md 
: During the spring months, out- 
Moor advertising will be resumed 
by the company after a three-year 
Absence from the medium. 
Dealers have also been given 
®ecorded radio announcements and 
felevision spots which are to be 


Bsed locally 


@ A preliminary public showing 
@f the new passenger line was 
held over the weekend in Cleve- 
land. Willys officials said 50,000 
persons attended the two-day 
showing, and thousands of requests 
for demonstrations were received 
by interested buyers. 

Ward M. Canaday, Willys pres- 
ident, said here Monday that 
prices start at $1,587.50 f.o.b. Tole- 
do for the new Aero Lark, a two- 
door deluxe sedan. Other 
are $1,824.50 for the Aero Wing, 
a super-deluxe, two-door sedan, 
and $1,903.50 for the Aero Ace, 
custom two-door. 

Mr. Canaday said the Ace and 
the Wing will be introduced pub- 
licly Jan. 18, but the Lark will not 
be released until materials and 
tooling permit. 


MacArthur Awarded 
Poor Richard Medal 


New York, Jan. 15—Gen. Doug- 
las MacArthur today was awarded 
the Poor Richard Gold Medal of 
Achievement in his suite at the 
Waldorf-Astoria by the Poor Rich- 
ard Club of Philadelphia. 

The presentation, made by Har- 
old S. LeDuc, v.p. in charge of 
public relations of Bell Telephone 
Co., Philadelphia, and president 
of the club, was staged here in- 
stead of during the traditional 
Franklin Day dinner to be held 
in Phiiadelphia on Jan. 17 because 
the general had cancelled his ad- 
dress. in deference to Winston 
Churchill, who will address the 
joint session of Congress on the 
same day. 

Sound films of the presentation 
will be shown at the Poor Rich- 
ard’s 47th annual dinner at the 
Bellevue Stratford Hotel. 
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IT’S REALLY NEW—Fifteen hundred newspapers carried this announcement copy 
on the new Willys passenger car. The company will boost its ad budget about 75%, 
almost entirely to handle promotion of this new car in the low-price field. 


New York, Jan. 16—American 
bike makers aren't being hurt at 
all by imported bicycles and 
|haven’t lost any sales to foreign 
| wheels, according to a preliminary 
|brief filed with the U.S, Tariff 
Commission by five companies 
which import British bikes. 

Their brief was a rebuttal to an 
application made recently (AA, 
Dec. 31) by the Bicycle Manufac- 
turers Assn. of America asking 
the commission to investigate the 
“injury to the domestic industry | 
resulting from greatly expanded 
imports of bicycles” and to provide 
relief through “enactment of spe- 
cific import quotas and the with-| 
drawal of tariff concessions.” 


® The importers — headed by Ra-, 
leigh Industries of America, Bos- 
ton — insisted that National Pro-| 
duction Authority restrictions on 
metals used by American bike 
makers will cause a sharp decline 
in production this year so much 
so that the Americans won't be 
able to fill more than half of the 
expected 2,000,000 orders the 
normal annual market — for new 


NPA’'s Metal Restrictions, Not Imports, 
Hurt U.S. Bike Makers, Importers Say 


bicycles. 

The importers declared 1952 will 
be a seller’s market and said the 
American manufacturers will find 
a ready sale for every bike they're 
able to turn out. 


® “Demand for bicycles in 1952,” 
said the importers, “will exceed 
domestic production by 1,000,000 
to 1,200,000 units. Before American 
manufacturers would be deprived 
of a single sale in the American 


| market, due to imports, the volume 


of bicycle imports would have to 
total more than 1,000,009 units. 

“There is not the slightest indi- 
cation, on the basis of past per- 
formance, available statistics or 
even rumor, that such a fantastic 
number of bicycles will be im- 
ported in 1952.” 

Along with Raleigh Industries, 
the other importers of British bi- 
cycles and parts who signed the 
brief were Rich Child Cycle Co., 
Nutley, N. J.; Hap Alzina, Oakland, 
Cal.; Indian Sales Corp., Spring- 
field, Mass., and Dawes Distribu- 
tors, Cambridge, Mass. 


Weyerhaeuser Opens 
lst Magazine Drive 


(Picture on Page 1) 

Tacoma, Wasu., Jan. 17—Wey- 
erhaeuser Timber Co. opened its 
first national advertising cam- 
paign this week with full-page 
four-color advertising in The Sat- 
urday Evening Post. The program 
is designed to tell the American 
public what the forest industry is 
doing to assure the nation a per- 
petual supply of timber 
| The advertising is planned for 
the remainder of the year 
| schedule uses the SEP, Farm Jour- 
|nal and U. S. News & World Re- 
port. In a sense, the new 
paign is an extension of the pub- 
lic relations program Weyerhaeus- 
er began in 1947 in Washington 
and Oregon, the two states in 
which are located its mills pro- 
ducing lumber, pulp, plywood, 
wood fiber, bark products and oth- 
er derivatives of the forest. 


@ The first ad’s headline, typical 
of the series, reads: “America’s in- 
dustrial forests, now and forever.” 
The copy describes tree farms, spe- 
cifies that all of Weyerhaeuser’s 
forest lands are tree farms, and 


The | 


cam- | 


states: “The tree farming system 
will perpetuate our industrial for- 
ests by permitting a balance to be 
maintained between timber growth 
and timber harvest. It is a sys- 
tem designed to guarantee you 
and all America a steady flow of 
forest products for use in home, 
farm and industry.” 

To help draw the reader into 
the woodland story, each ad in 
the series will picture some of the 
wildlife characteristic of forest 


| lands, particularly in young, grow- 


ing stands. Fred Ludekens and 
Stan Galli, illustrators for several 
magazines, are doing the artwork. 
Both men have lived in the Pa- 
cific Northwest. 

Mac Wilkins, Cole & Weber, Se- 
attle and Portland, which recent- 
ly opened an office here, handles 
the account. 


Dawson Co. Adds Four 

Gem Canning Co., Emmett, Ida., 
canner of fruits and vegetables, 
has appointed Don Dawson Co., 
Portland, Ore., its first agency. 
Other companies which have ap- 
pointed the agency recently are 
Forest Fiber Products Co., Forest 
Grove, Ore., maker of hardboard; 
KXL Broadcasters Inc., Portland, 
and Alice Love Products Co., 
Portland, producer of jams and 
jellies. 


Retail Furniture A 


Y&R’s Cherr Believes 
‘Low-Price, Regional 
Perspective’ Is to Blame 


| Cnrcaco, Jan. 15—Samuel Cherr, 
Young & Rubicam v.p., today 
| blasted the retail furniture dealer 
~ being “guilty of the worst ad- 
vertising in the nation.” 

Mr. Cherr leveled this indict- 
;ment at a special merchandising 
press conference held in connec- 
|tion with the winter furniture 
| market in Chicago, where many 
retailers were shopping the new 
lines. 

Mr. Cherr declared that the 
furniture retailer has consistently 
used some of the “most blatant and 
untrue advertising with which I 
am familiar.” 

The Young & Rubicam executive 
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ds Called Worst 


explained that the furniture dealer 
still has not learned that the pub- 
lic wants good merchandise instead 
of items sold “on a bargain base- 
ment basis.” 


® He said his point is proved by 
the fact that the Simmons Co. 
Beautyrest mattress is both the 
highest-priced and best-selling 
mattress in the country. 

Mr. Cherr pointed out that Y&R 
has one of the largest billings in 
the home furnishing field, includ- 
ing Simmons, Bigelow-Sanford 
Carpet Co., Cannon Mills Co., Gen- 
eral Electric Co., Heritage-Hen- 
redon Furniture Industries and 
Lane Co. 

Asked if there were any pros- 
pects for a change in attitude, Mr. 
Cherr replied that he thinks the 

(Continued on Page 56) 


Amm-i-dent Sets 
Record Budget 


JERSEY City, Jan. 17—Block 
Drug Co. is expected to spend 
about $2,500,000 to boost the sales 
of Amm-i-dent toothpaste and 
powder during 1952. An increase 
of about 10% over the 1951 figure, | 
this is the largest advertising 
budget yet allocated for the brand. | 

Most of the increase will go to! 
television and spot radio, although 
Sunday newspaper supplements! 
will play an important role in the 
campaign, according to George J. 
Abrams, advertising manager. 

Spot radio, used by the company 
for this brand since 1950, has been 
intensified with heavy schedules— 
from five to ten one-minute an- 
nouncements weekly—in 200 mar- 
kets. This is to continue on a year- 
round basis. 

In December, Block started a 
new TV show, “Dick Tracy,” over 
WABD, New York. If premium 
tests now being offered are favor- 
able, the program will be extended 
to DuMont Television Network in 
the spring. Meanwhile, the dra- 
matic thriller “Danger” continues 
to plug Amm-i-dent on CBS-TV. 


@® Full and haif-page b&w ads 
are being used in The American 
Weekly, This Week Magazine, Pa- 
rade and the First Three Markets 
Group. Newspaper supplements 
also were on the media list in 
1951. Local newspaper advertising 
will be scheduled later this year, 
Mr. Abrams said. 

Rounding out the 1952 drive will 
be a schedule of ads in Parents’ 
Magazine and dental journals. 

Block Drug reports that Amm-i- 
dent last year reached “second 
position in dentifrice sales in both 
drug and variety store outlets... 
and continued to show amazing 
strength in dental recommenda- 
tion, remaining in first place 
among all brands of toothpastes 
and powders.” 

Cecil & Presbrey services this 
product. 


San Francisco TV Men Elect 


The San Francisco chapter of 
the Academy of Television Arts 
and Sciences has elected Howard 
McGill, Zack Radio Corp., presi- | 
| dent. Other officers elected are 
| Al Constant, KRON-TV, v.p.; Mar- 
|}go Trumbull, KRON-TV and 


Sheaffer Pen’s ‘52 
Budget Inclines to 
Papers, Magazines 


Fort Mapison, Ia., Jan. 16—W. 
A. Sheaffer Pen Co., which last 
year found radio “unproductive” 
and TV “too expensive,” will this 
year increase its use of newspaper 
by more than 50% and weekly 
magazines by 100%. 

Last May, Craig Sheaffer, presi- 
dent, said the company’s second 
largest ad budget would be con- 
centrated in magazines and news- 
papers. Last week, Graht F. Olson, 
advertising director, said the com- 
pany’s spring campaign will be the 
biggest in its history. No figures 
were revealed. 

“Advertising dollar expenditure 
will be 16% greater than last 
spring,” he said, “with circulation 


writes 3 times as long... 
letter perfect to the last word 


ied 
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55.3% greater and readership up 
105.3%.” He added that 40% more 
ads will be used than in 1951. 

This year’s concentration will de 
on newspapers and weekly maga- 
zines to “coincide with the rising 
curve of national interest in poli- 
tics.”” He explained that most state 
primary elections are set for 
March, April, May and June, with 
the national conventions coming 
in the latter month. “We feel read- 
er interest in news media will beat 
the peak in those months.” 


® Sheaffer ads—with the theme 
“Every minute 23 more people 
switch to new Sheaffer’s Pencil- 
Slim TM”—will appear in 138 
Sunday supplements in 122 cities 
between March 23 and May 11. 
Ads will also run in Collier’s, Life, 
Newsweek, The Saturday Evening 
Post and Time. Supplements in- 


| KPIX-TV, 2nd v.p.; Carole Le- 
vine, Pax Productions, secretary, 
and Charlotte Morris, KPIX, cor- 
responding secretary. 


FC&B Appoints Simpson 

Foote, Cone & Belding, Chicago, | 
has appointed Jack Simpson, for- 
merly radio and television di- 
rector of Russel M. Seeds Co., 
Chicago, radio and television su- 
pervisor on the Armour & Co. ac- 
count. 


clude Metro Gravure, Parade, 
Puck—The Comic Weekly, and 
This Week Magazine. 

In addition to the weeklies, these 
are the other magazines on the 
Sheaffer schedule: Better Homes 
& Gardens, Coronet, National Gev- 
graphic, and Successful Farming. 
Comics books also will be used. 

Russel M. Seeds Co., Chicago, is 
the agency. 
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Truthful Advertising, and More of It, 
Urged on Radio, TV, Appliance Dealers 


Cuicaco, Jan. 15—How to get 
the consumer to spend more on 
household appliances was the main 
conversation and business topic 
at the annual meeting of the Na- 
tional Appliance and Radio 
Dealers Assn. in Chicago. 

One way not to get increased | 
spending, pointed out President 
Mort Farr, is to use false, decep- 
tive advertising. The Upper Darby, 
Pa., dealer, who was elected to his 
second term as head of NARDA, 
appealed for more truth in adver- 
tising, declaring: 

“We must stamp out deceit. We 
must demand that the competitive 
advantages of the merchandise we 
handle be clean ones—not a 
twisted, distorted and partially 
concealed price.” 


® Another way not to get it, 
pointed out other speakers, is to 
sit around and wait for automatic 
buying as a result of new models 
exhibited and rumors of impend- 
ing shortages. Many dealers fol- 
lowed this pattern last year and 
soon found their storerooms packed 
with gleaming, new, unsold re- 
frigerators. 

The answer to “How to stimu- 
late buying?” was repeated many 
times at the convention: expanded, 
well-developed promotional cam- 
paigns. 

Raymond J. Hurley, chairman 
of Thor Corp., told the appliance 
dealers they must throw off their 
“addiction to the narcotic of cri- 
sis.’ The public, said Mr. Hurley, 
is tired of hearing about shortages 
and “just doesn’t scare anymore.” 
Mr. Hurley added: 

“Please don’t stand complacently 
in your place of business, smoothly 
shaven and well pressed, and ex- 
pect Mrs. America to wear out the 
hinges on your doors. She has be- 
come an. old-fashioned housewife 
again. She wants to be sold; she 
wants to be told why, and she 
wants to ask questions. You'd bet- 
ter have the answers.” 


s The Thor executive told the 
dealers that “you never had it so 
good” in terms of the opportuni- 
ties available for “year-round, well 
balanced promotions.’ Advertis- 
ing, said Mr. Hurley, “has grown 
past the fondest hopes of the most 
imaginative people in the adver- 
tising business.” 

Walter F. Muhlbach, president 
of the Institute of Cooking and 
Heating Appliance Manufacturers, 
also stressed the need for a greater 
selling effort and advised the 
dealers to concentrate on provid- 
ing installation and service of their 
merchandise “because the provi- 
sion of proper service affords you 
a promotional opportunity second 
to none.” 

Mr. Muhlbach told NARDA that 
the appliance industry has talked 
too long about the “satisfied cus- 
tomer” and should pose as a goal 
20,000,000 “dissatisfied customers” 
—customers who are dissatisfied 
with their old models. 


s Speaking for the utility industry, 
M. R. Norton, dealer sales pro- 
motion manager of the Wisconsin 
Power & Light Co., urged NARDA 
to join with manufacturers, distri- 
butors and utilities in a coordi- 
nated promotion of major appli- 
ances. 

Mr. Norton suggested that a dif- 
ferent appliance be featured each 


month “so we are all campaigning 
the same type of appliance at the | 
same time, thus creating the maxi- 
mum impact on the market. 

“Your chief competitors,” Mr. 
Norton told the dealers, “are not 
merchandising utilities or even the 
appliance dealers in the next block. 
They are the automobile dealers, 
the furniture men and the travel 
and recreation promoters.” 


Cuicaco, Jan. 15—The National 
Appliance and Radio Dealers 
Assn. has developed a program de- 
signed to guarantee dealer respon- 
sibility in the installation and 
servicing of TV sets. 

The program seeks to combat the 


abuses of dealers who offer cus-| 


tomers no protection from dam- 
ages resulting from installation or 
repairs. All dealers cooperating in 
the NARDA program display a 
Certified Television and Installa- 
tion emblem, which binds them to 
the following code: 

1. All work shall be done only by com- 
petent qualified technicians. 

2. Only the best materials, which have 
been approved by the standards of the 
radio and television industry, shall be 
used 

3. All local safety regulations and build- 
ing codes shall be strictly adhered to by 
members. 

4. Ample protection against lightning 
damage shall be provided on all installa- 
tions. 

5. The set owner's person and property 
shall be fully protected by liability and 
property damage insurance while installa- 
tions are in progress. 

* 6. Special care shall be taken to make 
each installation safe, both electrically 
and mechanically. 


® Promotion of the campaign has 
been largely through cooperative 
dealer ads in newspapers in Hart- 
ford, Conn., where the plan or- 
iginated; Houston; Rockford, IIL. 
and four Wisconsin cities—Mil- 
waukee, Racine, Kenosha and She- 
boygan. 

NARDA officials say the pro- 
gram has improved selling condi- 
tions and helped avert legislation. 
They plan to expand the program 
to other areas this year. 

Dealers in Milwaukee, for ex- 
ample, reported that in December, 
1950, the Better Business Bureau 
there had 2,500 complaints on hand 
concerning sale and installation of 
TV sets. However, after the code 
campaign was launched, the bu- 
reau said these claims decreased 
by 40%. 


Hepworth Forms New 
Dallas Ad Agency 


Dattas, Jan. 16—The formation 
of Hepworth Advertising Co. was 
announced here this week when 
S. W. Hepworth turned in his resig- 
nation as manager of the Dailas 
office of Grant Advertising. He 
has been manager for the past 
eight years. 

Winston Ball Jr., formerly pro- 
duction manager of Grant’s Dal- 
las office, has joined the new 
agency, which will have offices 
at 620 Reserve Loan Life Bldg. 

Thomas R. Murphy, previously 
with Grant offices in several cities, 
including most recently Bogota, 
Colombia, succeeds Mr. Hepworth 
at Grant. 


Ansco to Aikin-McCracken 

Ansco of Canada Ltd., Toronto, 
manufacturer of photographic 
equipment, has appointed Aikin- 
McCracken, Toronto, to direct its 
advertising. The account was pre- 
viously handled by the New York 
office of Biow Co. 


New Quarters 
NEW YORK OFFICE 
of 
ADVERTISING AGE 
and 
INDUSTRIAL MARKETING 
as of Jan. 7, 1952 


All communications should 
be addressed to 
801 Second Ave. 
New York 17 
Phone: MUrray Hill 6-8180 
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CALLING CARDS—Mutvol Benefit Health 


& Accident Assn., Omaha, has scheduled 


posters like this in 3,000 locations this year, featuring a jumbo picture of the local 


agent along with his name and address 


in each community. R. J. Potts-Calkins & 


Holden, Kansas City, Mo., developed the idea for Mutual. 


Mutual of Omaha Sets Outdoor Drive Using 


Giant Business Cards 


Omana, Jan. 15—“Business 
cards” the size of outdoor posters 
are going to work this year for 
Mutual Benefit Health & Accident 
Assn. 

Some 3,000 posters in six differ- 
ent designs, all featuring a blow- 
up photograph and the name of the 
agent or district manager of each 
local Mutual area, have been or- 
dered from Mutual’s agency, R. J. 
Potts-Calkins & Holden, Kansas 
City, Mo., which has been working 
on the idea for more than a year. 

Key to the new wrinkle is a new 
process for developing specially 
enlarged photographs of local 
managers, which are economically 
reproduced in one-sheet size 
(41x54”) without losing any of 
their photographic properties. The 
process is said to be relatively low 
in cost, hence the photograph and 
the local representative’s name in 
letters 18” high can be integrated 
into the national, six-color litho- 
graphed posters. 


@ The mural-size blowups, accord- 


ing to H. C. Carden, Mutual of} 
Omaha ad direc-| 
tor and superin-| 


tendent of agen- 
cies, localize the 


gram of the com- 
pany whose 12,- 
000 agents sell 
life, health and 
accident insur- 
ance in 48 states, 
Canada and Ha- 
waii. 

(Mutual of 
Omaha—Mutual 
Benefit & Accident Assn. is the 
corporate name—is the largest ex- 
clusive health and accident com- 


H. C. Carden 


advertising pro-| 


with Pics of Agents 


pany in the world, with nearly 
$100,000,000 in annual premium 
income.) 

Mr. Carden explained that the 
campaign’s strongest feature is in 
identifying the local agent with 
the company’s national advertis- 
ing and its prestige, helping the 
agent become one of the better 
known men in his locality by pub- 
licizing his photograph, name, ad- 
dress and telephone number. 


i . 

|e “These posters,” he added, “are 
| practically giant ‘business cards,’ 
tailor-made for each company 
agent. After all, what is better for 
an insurance representative than 
for him to become known to thou- 
sands? Through these posters our 
men become personalities and this 
helps a great deal on a ‘cold call.’ 

“Some of our offices are using 
| the localized posters to establish 
new agents or as a bonus in sup- 
port of ‘man of the year’ competi- 
tions within the local agency,” he 
said. 

Mr. Carden pointed out that this 
| year’s poster campaign is in the 
| nature of a test. The beginning of 
each seasonal selling campaign, 
} such as in the spring and fall, he 
said, is recommended to the local 
agents as the best time for their 
promotional programs. Likewise, 
skip-month posting is being rec- 
ommended. 


|@ The company supplies each 
agent or local manager with a 
special form in which he specifies 
| the number of posters, the months 
|he favors for their showing and 
his recommendations for locations 
along highways or in town. 
The advertising department and 
(Continued on Page 29) 


Aiellos’ Relatives Notwithstanding, Dairy 
Picks an Agency and Plans to Advertise 


New York, Jan. 15—-Too many 
Aiellos can spoil a dairy products 
business. This was one of the 
problems Aiello Dairy Farms Co. 
faced when it began looking for 
its first advertising agency after 
56 years of successful enterprise. 
Now, however, Aiello has an agen- 
cy—and one less problem. 

The company, founded by Mi- 
chael Aiello when he immigrated 
here from Italy in 1895, produces 
ricotta and mozzarella cheeses and 


|other Italian dairy products. Mi- 


chael Aiello died in 1935, but the 
business continues in the hands of 
his children, eight of whom form 


a partnership, and four of whom 
are in other capacities in the com- 
pany. 

During the company’s growth 


‘into a business with $1,250,000 in 


annual sales, numerous small com- 
panies started by relatives and 
bearing the Aiello name have 
sprung up to compete with it. To- 
day there are nine such companies 


handling dairy products in New 
York City, some bearing names 
like Aiello Dairy Products and 


Aiello Dairies. 


s At the time it sought an agency, 
the company considered this 
plethora of Aiello dairies a mere 
insoluble business nuisance, which 
it did not bother to mention to 
prospective agencies. But one en- 


terprising seeker of the account, | 


Admiral Advertising Agency, dis- 
covered this problem and suggested 
a solution which won over the 
Aiello Dairy partners. 

The Admiral agency advised the 
company to alter its brand name 
before spending any of its $50,- 
000 advertising budget. Conse- 
quently, all the company’s new la- 
|bels and containers identify its 
|products as Aiello Dairy Maid moz- 
zarella, ricotta, etc. Eventually, 
the Aiello name will be reduced in 
size and finally eliminated entire- 
ly. 


Prosperous Year 
Ahead, Business 
| Leaders Predict 


| Los ANGELES, Jan. 15—In the 
light of existing conditions, busi- 
ness is going to continue to be good 
in 1952, speakers agreed Friday at 
the fourth annual Business Outlook 
Conference sponsored by the Los 
Angeles Chamber of Commerce. 

Charles S. Neale, v.p. and treas- 
urer, Broadway-Hale Stores, pre- 
dicted that retailing will be 3% 
to 5% ahead of last year in the 
first six months, and maybe better 
for the rest of the year. 

He predicted prices will rise 
little if at all, and said there is no 
anticipation of the heavy liquidat- 
ing and price markdowns of last 
year. There may be shortages of 
isolated lines and numbers, but 
broadly plenty of merchandise is 
expected. 


® Mr. Neale said that, relatively, 
there has never been a time of 
short supply of goods to sell. Some- 
body presses a button, he said, 
and “we are overproduced and 
large inventories always seem to 
produce headaches for retailers.” 
After nine months of liquidating 
heavy inventory positions, most 
retailers are back to normal stoek 
sales ratios, Mr. Neale said. 
Although it is anticipated bugi- 
ness will be better over the first 
six months, a drop is expected 
from now until March 22, when 
the Easter boom will begin, he @b- 
served, “The one thing we want 
to dispel from your minds during 
these next 11 weeks is a sympa- 
thetic pessimistic attitude abgut 
business because of the drop in fe- 
tail sales figures you are going 
to read or hear about, and thdse 
of our vendors.” 


® Dr. Leo Wolman, professor ‘of 
economics at Columbia University, 
projected a picture of economic 
expansion, pointing to such factérs 
as increased spending by the féd- 
(Continued on Page 29) 


Georgia Publishers. 
Told What Agencies 
Expect of Them : 


ATLANTA, Jan. 15—Georgia pub- 
lishers of small daily and weekly 
newspapers were told what adver- 
tising agencies expect of them at 
a one-day advertising clinic, spon- 
sored by the Georgia Press Assn., 
held here last week. 

Robert C. Lowe of Lowe & Ste- 
vens, Atlanta agency, said agen- 
cies expect newspapers to do the 
following: 

1. Read insertion orders care- 
fully, especially the additional in- 
structions. 

2. Answer 
promptly. 

3. Send invoices for advertising 
promptly. 

4. Furnish tear-sheets 

5. Charge fair and equitable 
rates. 
| 6. Provide accurate, honest in- 
| formation about circulation. 

7. Give notification when rates 
are changed. 

8. Accept publicity releases at 
their face value. 

9. Give good reproduction of 
ads; be more careful with casting, 
makeready and ink. 

Mr. Lowe urged standardiza- 
tion on a discount date and re- 
quested publishers to show a cash 
discount date on all invoices. He 
hit at the differential between lo- 
cal and general advertising rates, 
and said he saw no justification 
for a composition charge on top of 
space rates. 
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Bakers of America 
Shifts Ad Emphasis 
to Radio for 1952 


Cuicaco, Jan. 16—In a shift 
from national magazines to radio 
is the major ad medium for 1952, 
Bakers of America has signed to 


sponsor “Hollywood Star Play- 
house” over more than 183 Na- 
tional Broadcasting Co. stations, 
beginning Feb. 24, 5-5:30 p.m., 
EST 

Walter H. Hopkins, the associa- 
tion's director, told AA that the 


association's $1,000,000 budget for 
the year breaks down roughly into 
$500,000 for radio; $200,000 for 
consumer service’ information 
booklets (which are sent to educa- 
tors and home economists); $150,- 
000 for public relations, and be- 
tween $50,000 and $60,000 for mer- 
chandising, with the rest of the 
budget going into administrative 
expenses 

jaker members of the 
tion will receive promotion kits 


assocla- 


. 


enabling them to key their local 
advertising, point of sale promo- 


Price Rules Affect 

tion and publicity into the national : 
pr ache Mr. Hopkins said. FTC Demonstration 
Foote, Cone & Belding, Chicago, Order on Cosmetics 


is the agency. 
(Continued from Page 1) 
ing their promotion plan in line 
with FTC’s rule have three alter- 
natives: 
1. To extend promotion services 
to all customers, This does not re- 


Peter Fox Brewing Names 
Carl P. Apelt Sales V. P. 

Carl P. Apelt, formerly v.p. and 
director of sales for Peter Hand 


Brewery Co.,, 

Chicago, brewer | quire OPS authorization. 

of Meister Brau | 2. Cut out promotion services. 
beer, has been |This would concern OPS, since 
elected v-p. in any reduction in allowances, pre- 
merge 6 se miums or other “extras” is con- 
dl } oo enn © | sidered a price increase. 
Chicago, brewer 3. Apply to OPS for a price ad- 
of Fox Deluxe justment in order to make it pos- 
beer. At the same sible to supply to all customers the 
time the com- | kind of sales promotion aids spe- 
pany announced cified by FTC. 


that Peter Chris- 
ty has been ap- 
pointed metropolitan 


Carl P. Apelt 
‘@ In the cosmetic industry trade 
- practice rules which become ef- 
ager for Fox Deluxe. fantive ai h. FTC led 
Mr. Apelt was with Peter Hand ‘@CUVe nex MOREA, ee 
for 16 years and prior to that that manufacturers offering dem- 
served with Curtiss-Wright Corp. onstrators and other sales promo- 
and White Truck Co tion assistance to a portion of their 


sales man- 


“Let’s ask Jones how orders are coming in now that we're 


selling all lowa through the Des Moines Sunday Register! 


Success stories start every Sunday in Iowa .. . 
3!» billion dollar market sits down with the Des Moines 


Sunday Register 


This one great paper is your special invitation into more 
than $00,000 of Llowa’s best homes every week—everywhere 
in this golden state. That's 63% of all families—town and 


country! 


For coverage it's beyond comparison: in 79 out of lowa’s 
99 counties, coverage is from 50% to 100%. In 12 counties 
more, it's 40% to 49%; at least 21% in the few others. 

You énow there’s no other farm market in the world as 
wealthy as lowa. Maybe you didn’t know that urban-wise, 
lowa outspends big cities like Philadelphia, San Francisco, 


Cleveland. 


The Des Moines Sunday Register is ready to help you in 
this merry market picture. Milline rate, $1.86. 


as this big 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1951: 
Daily, 371,459—Sunday, 536,752 


THE Des MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 
Reoresented by: 


Scolar, Meeker & Scott —New York, Chicago, Detroit, Philadeiphic 
Doyle & Hawley—tos Angeles and San Francisco 


customers must make assistance 
of some kind available to all cus- 
tomers on proportionately equal 
terms. 

While the commission deter- 
mined that manufacturers need 
not make the identical type of 
sales promotion allowance avail- 
able to all customers, it warned 
industry members that substitute 
benefits must be provided to smal! 
shops which have been deprived 
of demonstrator services in the 
past. 

In its statement on the cosmetic 
rules today, OPS pointed out that 
a special regulation, General Ov- 
lerriding Regulation 18, was 
adopted to assure relief to manu- 
facturers who are “frozen” to a 
price structure which violates the 
Robinson-Patman Act. 
| This regulation provides that if 
a seller's ceilings under any OPS 
regulation involve him in an un- 
lawful discrimination under the 


Robinson-Patman Act, he may be} 


given permission to increase some 
of his ceilings if he lowers others 
so as to maintain unchanged his 
over-all total sales position com- 
parable to his position in a reprer 
sentative period prior to the freeze. 


| Armour Earnings at Peak, 
But Profits Decline 


For the fiscal year ended Oct. 
27, 1951, sales of Armour & Co. 
hit a new high of $2,215,201,235, 
but net earnings dropped to $16,- 
, 029,004. In the 1950 fiscal year 
sales were $1,859,827,683, and 
earnings were $19,038,787. 

Net earnings on the company’s 
| food operations in 1951 were 
| $3,540,134, amounting to only 
|18/100ths of a cent per dollar of 
sales, against 48/100ths of a 
cent the previous year. Earnings 
from other operations were $12,- 
488.870, up from $11,127,438 the 
previous year, although they 
dropped from 5.01l¢ per dollar of 
sales to 4 and 29/100ths cents. 


|'WMCA Names Arnold Starr 

Arnold Starr, formerly of WVNJ, 
|Newark, has joined WMCA, New 
| York, as an account executive. 


as 
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Ad Budget Boosted 
50% by Ekco; Signs 
‘Goldbergs’ on TV 


(Picture on Page 1) 

Cuicaco, Jan. 16—Ekco Prod- 
ucts Co. is giving its magazine and 
newspaper ad budget a 50% boost 
during the first half of 1952 and 
will sponsor the Wednesday seg- 
ment of “The Goldbergs” over 
NBC-TV at 7:15 p.m., EST, start- 
ing Feb. 6. 

(“The Goldbergs” will be seen 
three times a week—Monday, 
Wednesday and Friday—in the 15- 
minute segment left open last fall 
when “Kukla, Fran & Ollie” was 
cut to a 15-minute show. Other 
sponsors are Vitamin Corp. of 
America, Mondays, and Necchi 
Sewing Machine Co., Fridays.) 


® Ekco’s expanded advertising pro- 
gram will follow the same copy 
|tone and type of media used in 
the second half of 1951. The maga- 
|zine schedule calls for a total of 
| 52 b&w quarter-page ads in the 
next six months. They will run 
|in American Home, Better Homes 
& Gardens, Bride’s Magazine, 
| Bride’s Reference Book, Ebony, 
| Living for Young Homemakers, 
McCall’s, Modern Bride, Success- 
ful Farming, Sunset, The Satur- 
day Evening Post, Woman’s Day 
and Woman’s Home Companion. 

Newspaper ads, both factory- 
sponsored and cooperative, are 
scheduled for the major market 
areas. Earle Ludgin & Co., Chica- 
go, is the Ekco agency. 


Hammond Joins Gale Benn 

' Charles Hammond, formerly 
news editor of WHEN, Syracuse 
television station, has joined Gale 
Benn Associates, New York public 
relations agency. 


Pennsylvania Boosts Payne 

G. E. Payne, system publicity 
representative, has been promoted 
to manager of publicity for the 
Pennsylvania Railroad. 


OFFICIAL U S. NAVY PHOTOGRAPH 


~ PAYROLL 


< $42 MILLION 
, ear 


A YEAR ~ 


Training the Navy’s pilots is big business in 


Corpus Christi. The 8,000 military and 


1.500 civilian employees of Corpus Christi’s 


U 


payroll of $42 million a year 


. 8. Naval Air Station earn a 


to help keep Corpus Christi’s 
eash registers ringing. Write 
for late market data folder for 


the complete Corpus Christi story. 


CORPUS CHRISTI, TEXAS 


CIRCULATION OVER 77,000 ABC 
Represenied nationally by 
TEXAS QUALITY NEWSPAPER NETWORK, Delles, Chicago, Mew York 


4 P| 

Fe | 7 

-_ © 

t OX, 

| e 4, 

| 4 (( 74 » 

| jy | 

y | 

_ 1930 23JAe a 
eth Se ae 
4“ Ys > <x c—™ tl ae 5 as — ; 7 

TL — a 3 

Ef ~~ SSAA ates 2 

: ee I SSS “AS ee 2 i: 

, SOX Se Rt eet | 

sti _— SQ me ——s_V , USRAVY —_ 

¥ <r ZB ks | 

7 a 7 

fe ee = Ee 

-—————— a) SS Ce i 

a ——— 

ent -— é y a | 

v3 oe of, oa 

: a ecu Cimes 

“ 

a 


THE PITTSBURGH 


POST-GAZETTE 


MADE ADVERTISING HISTORY 
IN 1951 


1. The Post-Gazette published more advertising 
during 1951 than in any year in its entire his- 
tory—an increase of 1,261,261 lines over its 


previous peak year. 


2. The Post-Gazette was the only Pittsburgh 
daily newspaper to set an all-time advertising 


high in 1951. 


Now, more than ever, more advertisers are using the 


Pittsburgh Post-Gazette 


One of America's Great Newspapers 


| 


Represented Paul Block, Jr. 


nationally by William Block 
Moloney, Regan & Schmitt Publishers 


Based on figures from Media Reports 
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ABP Has New Acknowledgment Form 


New York, Jan. 15—A new 
form for the acknowledgment of 
contracts has been completed by 
the committee on uniform practices 
of Associated Business Publica- 
tions, which recommends use of 
the form by al! business paper 
publishers who wish to incorporate 
it into their operations. Copies of 
the sample form may be obtained 
from ABP 

The committee, in cooperation 
with a sub-committee of American 
Assn. of Advertising Agencies, is 
preparing standard terminology to 
be used in rate cards and other 
listings of agency commission, cash 
discount, production charges and 


SCREEN PROCESSED, 25 ta 300... 


policy as to bleed and oversize ad- 
vertisements 

Other projects on the 1952 
agenda include a standard invoice 
form, and standardized language 
for preferred position, closing date 
and color rates 


® The committee is headed by 
Angelo Venezian, assistant to the 
director of advertising, McGraw- 
Hill Publishing Co., and includes 
Henry W. Marks, assistant to the 
publisher of Printers’ Ink; Albert 
W. Moss, executive v.p., Standard 
Rate & Data Service; Charles H 
Hashagen, treasurer and business 


|manager, Chain Store Age, and 


W. P. Winsor, v.p., Reinhold Pub- 
lishing Co 

A survey of agencies by the com- 
mittee revealed that a simple 
contract acknowledgment form is 
desirable regardless of whether a 
publication chooses to express its 
appreciation by mail, telephone or 
personal call on the persons re- 
sponsible for the contract 


There are three variations of the 
form for acknowledging (1) new 
and renewed contracts, (2) con- 
tract revisions, and (3) cancela- 
tions. Each will be printed in dis- 
tinguishing color: New or renewed 
contracts in black ink; revised 
contracts in green, and cancela- 
tions in blue. There are no re- 
strictions on changes publishers 
may have to make in order to 
adopt the forms. On _ contracts 
without return acknowledgment 
carbons, the form would serve as 
the official acknowledgment 


Moves Bourbon Account 


McKesson & Robbins, New York, 
has switched its Chapin & Gore ac- 
count (straight bourbon) from 
Ellington & Co., New York, to Er- 
win, Wasey & Co., New York. El- 
lington retains other McKesson 
liquor products. 


Denham to Rogers & Smith 

Edwin S. Denham, formerly with 
R. J. Potts-Calkins & Holden, Kan- 
sas City, has been appointed copy 
chief of Rogers & Smith, Kansas 
City agency. 


OLD, NEW AND INCUMBENT—At the first annual League of Advertising Agencies 

dinner, retiring president J. M. Russakoff, Vanguord Advertising, new president 

Harry Waterston (standing), Waterston & Fried, and Frederic R. Gamble, president 
of the American Assn. of Advertising Agencies, pause between courses. 


NE of the quickest ways to incite the travel 
O urge is to use the clearest, cleanest news- 
paper reproduction you can get. That means 
Reilly Plastictypes.® Reilly reproductions give 
you sharp outlines, detailed definition, typo- 
graphical clarity. In short, everything that 
serves your selling purpose best. 


A What makes a Reilly Plastictype better? Ex- 
* clusive Vinylite molding for greater tonal value 
... unique Reilly Duramatrix tor full depth re- 


a ee re Te Say oe LEER ae 
; Rellly Electrotype Company 
“a 

Biss Greators-of Better Plates 

: for Better Printing 


Milrray Hill 6.6350 


“GHIGABD ~ INDIANAPOLIS « DETROIT - LOS ANGELES - San 
ee ae a te 


Feel the Travel Uge 


ie RAST 4500 STREET, NEW YORK 17, N. ¥._ 


Photo courtesy of Bermuda News Burecu 


e. in newspapers... with Reilly Plastictypes 


tention. Routing depth guaranteed at 55 thou- 
sandths of an inch... the greater experience 
and skill of teams of Reilly specialists on every 
step in production. 

Who says Reilly Plastictypes are better? Over 
350 national newspaper advertisers who use 
over one million of them a year. And your 
experience-seasoned Reilly representative. Ask 
to see the proof in his tearsheets or use the 
handy coupon below. 


REILLY PLASTICTYPES 


a 
4 Reilly Electrotype Co., 305 E. 45th St., New York 17, N. Y. 
“a 


re Show me why your Plastictypes will give me 
“ better reproduction in newspapers. 
ir AA/! 
a 
3 company 
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Four A’s to Admit 
Smaller Ad Agencies 


New York, Jan. 15—The Amer- 
ican Assn. of Advertising Agen- 
cies has announced a plan where- 
by smaller agencies may join the 
Four A’s even though they do not 
meet membership qualification. 

More than 80 such agencies are 
presently receiving Four A’s guid- 
ance, according to President Fred- 
eric R. Gamble, but this is the 
first public announcement that 
agencies may join the organiza- 
tion without payment of dues or 
fees. 

Under the plan, small agencies 
may join and receive gratis cer- 
tain materials designed as guides 
toward sound practices in finance, 
client service, agency-client rela- 
tions, etc. 


s “All agencies should be con- 
nected with Four A’s in one way 
or another,” Mr. Gamble said in 
making the announcement, “eith- 
er aS members, paying dues and 
supporting the work of the asso- 
ciation on behalf of agencies. . .or 
as applicants, paying no dues, but 
receiving various aids designed to 
help in developing their agencies.” 

Mr. Gamble pointed out that 
53% of Four A’s members—141 of 
the 262 agencies—have annual 
billings below $1,000,000. Of the 
141 smaller agencies, 23 (16%) 
| are located in New York. 

The manner in which the above 
announcement was made _ has 
evoked considerable comment, par- 
ticularly among members of the 
year-old League of Advertising 
Agencies 


8 The Four A’s president was guest 
speaker at the league’s first an- 
nual dinner, held last Friday. 
Slated to talk on advertising, he 
did so, and made the small agen- 
cy announcement briefly almost 
as an afterthought. 

League members who attended 
the dinner were “surprised and 
some even annoyed” when they 
read the papers Saturday morn- 
ing. For the release which had 
gone out to the press was con- 
cerned solely with the announce- 
ment, which had been made, it 
said, at “a meeting of the League 
of Advertising Agencies.” 

League members are quick to 
point out that its group, the only 
small one to survive one year in 
the last 15 to 20 years, already has 
some 30 members with billings of 
under $1,000,000. 


| Kimel Named WHAV Manager 


Robert Kimel, sales manager, 
has been promoted to station man- 
ager of WHAV, Haverhill, Mass. 
He is succeeded in the sales post 

| by John Kirby of the sales staff. 
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*T believe that we have reached the safe limit of our tax- 
able capacity, and that higher income taxes will destroy 
a large segment of our free society, impair our productive 
strength, and add to inflationary pressures.” 


So begins an article by Senator Walter F. George on 
page 89 of the current issue of LOOK. 


Senator George, a Democrat, is an outstanding author- 
ity on taxation. He is Chairman of the Senate Finance 
Committee. He is no alarmist, no crier of wolf. For that 
very reason his sharp, concise analysis of our tax problem 
is enlightening... and deeply disturbing. 


Senator George’s article...of interest to every business- 
man, taxpayer and citizen... appears in the famous and 


much-quoted LOOK REPORTS section of LOOK. Also in this 
section is a revealing interview with Thomas K. Finletter, 
Secretary of the Air Force, on our race with Russia in the 
production of jet fighter planes. 


Elsewhere in LOOK will be found a case history of the 
loyalty oath fiasco at the University of California; an ar- 
ticle on the bitter fighting in Korea by Maj. William D. 
Clark, the thrice-wounded son of Gen. Mark W. Clark; and 
a comprehensive report on what may be a developing 
crisis within Soviet Russia. 


In issue after issue, LOOK presents outstanding articles 
by distinguished people...articles which help the 18,450,000 
readers of LOOK to keep well informed on the pressing 
problems and the important developments of the day. 


en. Walter F. George 


Chairman of the Senate Finance Committee 
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Look | 


GARDNER COWLES, EDITOR 
screens ahsincsavevsdavalh 
most exciting 
magazine in America 
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Faye’s Column Will 
Bow in 36 Papers 
Come February 3 


New York, Jan. 17—-Faye Emer- 
son’s Column, advertising products 
in the typical chatter of “Miss 
Television,” will make its initial 
appearance in the magazine sec- 
tions of 36 Sunday newspapers 
beginning Feb. 3 

Advertisers include Bourjois 
perfume, Crown luggage, Drene 
shampoo, Dura-Gloss nail polish, 
Van Raalte stockings and gloves 
and Vassarette girdles 

The column will appear in 24 


gst RIN’ Nr 
: << iN = IN 
Folders, Booklets, Pasteboard Cartons, 
Circulars, Envelopes. Folding facilities. 


ARROW .- Bittersweet 8-9405 


3837 N. Ashland Ave - ChRago 13 
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HOME REPAIRS: 


French-Canadian inn 


4 -, 
SF I've just returned 
Oa from «a skiing week- 

Ae 
» ood m Quebec. No 
~ “ broken bones, but 
i some mighty aching 
-. muscles! I always 
stop at a small 

at 


= that’s long on charm, 
short on hot water. 
- Once I get home, am I glad to soak 
in a hot bath and shampe« i. 
| *h DPFNE! DREN 


NO HITCH-HIKING! My hus- 
band Skitch hates to see a woman 
hitch and twitch her girdle in pub- 
lic. “If it doesn't fit,” he asks logic- 
ally, “why does she wear it?” That 
makes sense to me. You know, you 
don't have to be uncomfortable in 
a girdle to look right —if you're 
wearing a VASSARETTE! VAS- 
SARETTE is the wonderful girdle 
that slims and trims your figure 
with as much comfort as ~~ 
loafers. Anything you 

ind feel better when, 

--eath it all, ther 


papers of the Metropolitan Sunday 
Magazine Group, five papers of 
the Locally Edited Gravure Maga- 
zine Group and seven additional 
Sunday papers 


Jim White, executive director of | 
Faye Emerson Column Inc., said 
participation by advertisers in the 
weekly column includes endorse- 
ment by her of all products. In 


addition, the column will provide 
merchandising aids for retailers 
carrying the products. These in- 
clude counter cards, hang tags and 
personal letters from Miss Emer- 
son to salesmen and distributors. 
“We are adding a new selling 
force to a proved selling formula,” 
said Mr. White. “The idea of edi- 
torializing has been firmly estab- 
lished. To this we have added the 
proved impact of the Sunday mag- 
azine sections. Topping it all is 
Faye Emerson, America’s most 
charming salesman. We feel it’s 
an unbeatable combination.” 
Rates for participation are $54 
per line with a stated space pur- 


| chase of 42 lines an insertion. 


‘Motion Picture’ Up 366% 


In the 1951-1950 listing of ad- 
vertising revenue of magazines, 
published in last week’s ADVERTIS- 
ING AGE, Motion Picture was listed 
as having suffered a 366.2% loss in 
revenue. Actually, the publication’s 
revenue went from $19,603 in 1950 
to $91,394 in 1951, a gain of 
366.2%. 


National Advertisers! 


Here’s a Perfect Combination for You! 


Television 


Bus and 
Car Cards 


Point-of- 
Sale 
Displays 


Television and radio advertisers cannot neglect the two 
other important members of a winning, sales-getting com- 


bination 


bus and car cards and point-of-sale displays 


Some of the most successful national advertisers are now 
amplifying the effectiveness of their television advertising 
through the coordinated sales teamwork of bus and car 
cards and point-of-sale displays, printed, lithographed or 


QS 


5 Ob 

y yout netgubers 
seasstshlt Gt Relrigerators! 
3 


enn ee LTB 


Ash your nergnoe 


im 


eo ee 


screen processed on Falpaco Coated Blanks 

The G. E. cards shown above were printed on Falpaco 
Coated Blanks, coated one side for letterpress, by The 
Tabard Press Corp., New York City for The General 


Electric Company 
Specify Falpaco Coated Blanks 


or Falpaco Display 


Board for bus and car cards and point-of-sale displays. 


Distributed by Authorized Paper Merchants from Coast to Coast 


FALULAH 


New York Office—500 Fifth Avenue, New York 18 * Mills: Fitchburg, Mass. 


PAPER 


COMPANY 


Distilled Spirits 
Alone Affected 
by New Ad Bill 


(Continued from Page 1) 

Bishop Wilbur E. Hammaker, 
who directed the Dry presenta- 
tion during hearings in 1947, 1948 
‘and 1950, was quoted as saying 
| that the bill was confined to radio 
‘and television advertising ‘“be- 
cause Sen. Johnson believes this is 
good strategy.” 


|@ “He is an authority on public 
policy questions on radio and tele- 
vision and is intensely concerned 
that radio and television should 
help the nation rather than be 
jused to break down high prin- 
,ciples and high standards,” Bi- 
shop Hammaker said. 

| “Narrowing the front of attack 
at this particular time will intro- 
,duce the element of freshness of 
appeal and will concentrate our 
power, possibly permitting a break- 
|}through which will imperil the 
|entire enemy position.” 

With Bishop Hammaker out of 
town, the board of temperance was 
unwilling to comment today on the 

bill as narrowed to cover only dis- 
| tilled spirits. 
| 


@ The unexpected change of 
events failed to weaken the united 
| front of beverage groups opposing 
| legislation controlling advertising. 
|The Wine Institute and brewers 
said they consider the effort to 
,control distilled spirits advertis- 
| ing unnecessary, as well as a dan- 
gerous precedent which might 
‘eventually apply to other alco- ° 
holic beverages. 

The Distilled Spirits Institute 
|learned about the bill yesterday 
|afternoon as its advertising com- 
| mittee was completing a meeting 
|}in New York. The committee, un- 
| der Frank O’Brien, president of 
| Frankfort Distilleries, will revamp 
| the industry’s presentation for the 
interstate commerce committee. 
| 


\. Harold Fellows, president, Na- 
| tional Assn. of Radio and Televi- 
|sion Broadcasters, promised 
|that NARTB would oppose the 
| legislation. 
| “Even if one sets aside the dis- 
criminatory aspects of the bill,” 
he said, “the record of radio and 
television on voluntarily refusing 
to accept distilled spirits adver- 
tising hardly justifies such action.” 
| As introduced today, the bill 
| applies to distillers and broadcast- 
ers alike. Distillers who attempt 
}to buy radio and TV time would 
lose their federal licenses, and 
broadcasters or telecasters accept- 
ing their advertising would be 
taken off the air. 

Mr. Fellows said that, so far as 
he knows, there is no radio or tele- 
vision station in the U. S. which 
accepts advertising for distilled 
spirits. NARTB’s radio and TV 
codes ban liquor programs and 
specify that wine and beer copy 
is acceptable only when presented 
in the best of good taste and dis- 
cretion. 


® Distilled Spirits Institute adopted 
a resolution March 1, 1936, advis- 
ing its members that it would be 
bad public relations to use radio to 
| promote the sale of distilled spir- 
its. A similar resolution covering 


television was adopted Nov. 11, 
1948. 
Commenting on his bill, Sen. 


Johnson told ADVERTISING AGE last 
night: “It is completely in line 
| with the industry’s codes.” 


| 
| Atlas to Grant & Wadsworth 
Atlas Pen Co., New York, has 
appointed Grant & Wadsworth to 
handle its advertising. Atlas is 
| a new advertiser. 
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Heap Big Business Today 


The Indian had little need to improve his birch bark writing materials. 
But, you can’t stay stationary in the business stationery field today. 
It's a big, competitive business. And, stationery must be sold. 

Today’s manufacturers of business stationery and supplies rely on 
the pages of Business Week to speed up the selling process. They've 
found it a most economical and productive medium in which to invest 
their advertising dollars. 


REASON: Business Week reaches a highly concentrated audience 
of Management-Men ... executives who make or influence buying 
decisions. Business Week reaches the buyers with a minimum of 
waste circulation. 


RESULT: For the past 6 years, Business Week has carried more busi- 
ness stationery advertising than any other general business or news 
magazine. These advertisers have proved to their own satisfaction— 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N.Y. 


These Advertisers of Stationery and Miscellaneous 


Paper Goods Use Business Week to 


Increase their Sales Volume 


Action Bag & Envelope Co., Inc. 
Brown Co. 
Brown, L. L., Paper Co. 
Central Paper Co. 
Chart-Pak, Inc. 
Chicago Printed String Co, 
Columbia Ribbon and 
Carbon Mfg. Co. 
Consolidated Water Power 
& Paper Co. 
Container Corp. of America 
Dick, A. B., Co. 
(Mimeograph Stencil Papers) 
Eastern Corp. 
Eureka Specialty Printing Co. 
Federal Business Products, Inc. 
Fenton Label Co. 
Fort Wayne Corrugated 
Paper Co. 
Fox River Paper Corp. 
Gaylord Container Corp. 
Glas-Kraft, Inc. 
Gilbert Paper Co. 
Hammermill Paper Co. 


Source: Publishers Information Bureau 


Hinde & Dauch Poper Co. 

Horder's, Inc. 

Kimberly-Clark Corp. 

McLaurin-Jones Co. 

Mead Corp., The 

Mosinee Paper Mills Co. 

National Blank Book Co. 

Nekoosa-Edwards Paper Co. 

Parsons Paper Co. 

Paterson Parchment Paper Co. 

Rhinelander Paper Co. 

Scott Paper Co. 

Simonds Adhesive Products Corp. 

Standard Register Co. 

Strathmore Paper Co. 

Todd Co., Inc., The 

Uarco, Inc. 

U. S. Envelope Co. 

Warren, S.D.,Co 

Watts, Alfred Allen, Co., Inc. 

Weber, David, Co 

West Point Mfg. Co. 
(Wellington Sears Co.) 

Weston, Byron, Co. 

Whiting-Plover Paper Co. 


A McGRAW-HILL PUBLICATION 
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Two Name Headley-Reed Co. 

KSFO, San Francisco, and 
WCOS, Columbia, S. C., have ap- 
pointed Headley-Reed Co., New 
York, national radio representa- 
tive, their representative 


Agency Elected to Four A's 
Byrde, Richard & Pound, New 
York, has been elected to mem- 
bership in the American Assn. of 
Advertising Agencies 


Southern | , 
Automotive 
Journal 


806 PEACHTREE STREET, N. £., ATLANTA 5S, 


Worcester Joins F&S&R 

Phil Worcester, formerly pro- 
gram director of WNBK, Cleve- 
land television outlet for NBC, has 
joined the film, television and ra- 
dio department of Fuller & Smith 
& Ross, Cleveland 


Larkin Lumber Names McKim 
Larkin Lumber Co., Toronto, 

has appointed McKim Advertising, 

Toronto, to direct its advertising 


The only automotive 
publication which literally 
blankets the prospering 
South and Southwest. 

16 million cars! Write for 
full market data. 


ABC 
NBP 


© 


AP 


NI 


Be 
* 
= 
~ 
- 
~ 
~ 
a 


é 
- 


MULTI-PURPOSE CARTON—This open 
faced carton designed by Schenley Labo- 
ratories Inc. is suitable for many of the 
company’s 105 drug products. Products 
will be advertised in Anerican Druggist, 
West Coast Druggist and the Journal of 
the American Pharmaceutical Assn. Pau! 
Klemtner & Co. is the agency. 


Station Publicity Men Leave 
Luis Gallop has resigned as pub- 
licity director of WKRC-TV, Cin- 
cinnati, and Jack Sebastian has 
resigned from WCOP-TV, Cincin- 
nati. No successor has been ap- 
pointed for either vacancy 


Advertising Age, January 21, 1952 


Retail Jewelers Should Spend 8% of Annual 
Gross Volume on Advertising, Simons Says 


Cuicaco, Jan. 15—“Retail credit 
jewelers, with various types of 
goods and markup, can spend 8% 
of their gross volume for advertis- 
ing and still make a good profit,” 
Leonard N. Simons, president of 
Simons-Michelson Co. Detroit 
agency specializing in retail jew- 
elry advertising, told members of 
the Jewelers Assn. of Greater Chi- 
cago here last week 

Mr. Michelson, whose agency 
services some 600 jewelry stores 
throughout the country, pointed 
out that those stores which in 1951 
did a consistent merchandising job 
ended the year in excellent finan- 
cial condition. “Jewelers who pro- 
mote will do business,” he said. 

In evaluating the available me- 
dia jewelers should use for their 
advertising, the agency president 
said that without a doubt newspa- 
pers are the No. 1 medium for 
credit jewelers’ advertising. And 


to some sales manager 


who wants answers 


It may be the problem that faced one 
sales manager not long ago... which 
one of these point of sale offers would 


sell best? 


Whatever your new program is... 
have it evaluated by over-the-counter 
sales... before you ask Management 
to back it nationally. 


There’s a pretested way to get the 


answer, 


For years leading grocery and 
drug advertisers have been using 
Burgoyne store panels. In three, five 
or seven test cities... they determine 
the probability of success of new 
products, new prices, new promo- 
tions, new advertising. 


Among the Burgoyne markets you 
will find recognized test cities where 
your representation is effective .. . 
where you or your advertising agency 
can check the research methods on 


the spot. 


If you really want down-to-earth, 


dependable research . . . write Bur- 


goyne. 


B BURGOYNE 


Burgoyne. 


When this sales manager showed his Manage- 
ment the above graphic report of what Burgoyne 
had found out . . . they had the facts on which 
to base a decision, ¢ 


Again ... to some sales 
manager who wants answers, get in touch with 


rocery ér Drug il. 


1701 FIRST NATIONAL BANK BUILDING” e 


CINCINNATI 2 


direct mail, he asserted, is second 
best. 


@® He recommended that jewelry 
store operators do a more thorough 
job in studying and analyzing 
their merchandise lines to deter- 
mine the ratio of sales volume to 
the amount of space allocated 
items in their stores. 

Too often, he stated, products 
which aren't fast-moving or which 
do not produce a warranted gross 
dollar volume are given much 
counter and shelf space, utilizing 
areas which could be allocated to 
more profitable types of merchan- 
dise. 

Retail jewelers, he concluded, 
sheuld give greater prominence in 
their stores and in their promo- 
tion to the nationally advertised 
lines, capitalizing on this national 
promotion by backing up the ads 
with cooperative drives at their 
own local levels. 


‘Kitchen Digest’ Offers 
Unusual Ad Medium 


“Kitchen Digest,’ published by 
Community Services Inc., Kansas 
City, Mo., now has a national cir- 
culation of 200,000 nationally. The 
personalized hometown household 
and recipe digest (formerly known 
as “Kitchen Kapers”) is sold on a 
local and regional basis through 
women’s clubs and groups and car- 
ries the unusual] feature of con- 


taining the name, officers and 
members of the sponsoring group 
plus favorite recipes of local 


housewives. 

The book, which offers space to 
national and local advertisers, is 
marketed in 36 regional markets. 
Sale price is $1.50. Directors of 
the publishing company are L. D. 
Northcraft and James C. Sloan. 
Curtis Bowles is director of adver- 
tising. 


Best Foods Boosts Schroeder 
to V.P. in Charge of Sales 

Best Foods Inc., New York, has 
promoted William A. Schroeder 
Jr., national sales manager, to v. p. 
in charge of sales 
He succeeds 
George C. Spitz- 
miller, who has 
retired. 

Mr. Schroeder 
joined Best Foods 
in 1935, and has 
been in the sales 
department dur- 
ing his entire as- 
sociation with 
the company. He 
has served as ex- 


William Schroeder 


ecutive v.p. of 
Rit Products Corp., Best Foods’ 
subsidiary, and as v.p. of Best 


Foods’ Canadian subsidiary. 


Dr. Palyi Speech to CIAA Put 
on Coast-to-Coast Hookup 

Dr. Melchior Palyi, economist, 
will give a report before the Chi 
cago Industrial Advertisers Assn. 
Feb. 11 on how European eco- 
nomic conditions affect American 
business, advertising and mer- 
chandising. The speech will be put 
on tape by National Broadcasting 
Co. and rebroadcast later on a 
coast-to-coast hookup. 

Dr. Palvi was commissioned by 
the CIAA to make the study on 
his recent 2'%-month jaunt in 
Europe as that chapter’s 1952 Mc- 
Graw-Hill award project. 


Hollingshead to Reynzlds 


R. M. Hollingshead Co. of Ca- 
nada, Toronto, manufacturer of 
Whiz automotive, household and 


industrial maintenance chemicals, 
has appointed E. W. Reynolds Ltd.., 
Toronto, to direct its advertising. 
The Toronto office of McConnell 
Eastman & Co. previously had the 
account. 


CBS-TV Appoints Hoag 


Robert B. Hoag has left KNXT, 
Los Angeles, where he was gen- 
eral sales manager, to become an 
account executive for CBS tele- 
vision spot sales in New York. He 
assumed his new duties Jan. 15. 
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Industrial Surveys 
Will Audit Drug and 
Syndicate Products 


New York, Jan. 15—Expansion 
of Industrial Surveys Co.’s retail 
store audit service to include a| 
continuing national audit of drug 
and syndicate stores was an- 
nounced here last week. 


Certo Offers Jam Movies 


Certo division of General Foods 
Corp., New York, has completed 
a color motion picture to stimulate 
year-round preparation of jams 


minute film, “Treasures for the 
Making,” has been prepared for 
women’s clubs and home econo- 
mics classes. A slide film called 
“Jam Session,” dealing with tech- 
niques of making jams and jellies | 
by the sort-boil method, has also 


Lochten Named Agency V. P. 
Roy T. Lochten, who has been 

media director for Lamb & Keen, 

Philadelphia, since he joined the 


agency in 1946, has been elected | 
jand jellies in the home. The 20-|a v.p. Before coming to Lamb &| 


Keen, Mr. Lochten was with N. W. 
Ayer & Son and Geare-Marston. 


Firth Carpet Boosts Gussin 


Alfred Gussin, advertising man- 
ager for Firth Carpet Co., New 


The retail drug audit—using a|been completed. Both films are/ York, since 1949, has been pro- 
probability sample of about 1,000 | available on a loan basis to wom-|moted to the newly created post 


drug and 200 syndicate stores— 
was described by Sam _ Barton, | 
president of Industrial Surveys, | 
as “the largest service of its kind | 
and the most accurate on national 
and regional distributions of drug 
and syndicate store products.” 

He said the first audit will be 
made during the week of April 
15 and will cover standard items 
with drug store distribution and a 
number of non-drug items “whose 
distribution in these outlets has 
never been measured accurately.” 


s Mr. Barton said the frequency 
of the drug audit has been tenta- 
tively set at twice annually, “but 
is subject to revision depending on 
the product requirements of new 
contract signers.” He said product 
classes presently contracted for 
make it unnecessary to take a 
measurement as comprehensive as 
this one more than twice during, 
the first year. 

“To meet the needs of clients as | 
they are added and to integrate 
the new drug audit completely 
with Industrial Surveys’ long-es- 
tablished national food audit in 
2,200 retail food outlets, the tenta- | 
tive reporting schedule will be 
dropped and the drug audit will 
be placed on the permanent quar- | 
terly schedule planned for it,” said 
Mr. Barton. 

He explained that the addition 
of a national retai] audit service 
to manufacturers with drug and | 
veriety store distribution is a ma- 
jor move in his company’s progress | 
‘oward its goal of “a fully rounded, | 
integrated marketing and _ re- 
search service operating at each | 
level of distribution.” 


8 Industrial Surveys now conducts | 
four continuous measurements and | 
two periodic or special services. | 
More than 50 national marketers | 
are clients. 
The drug audit sample will pro- | 
vide over-all figures (such as per 
cent of drug and variety stores that | 
stock each brand, and inventory | 
levels) and furnish “reliable 
treakdowns” as well. | 
Information will be reported | 
separately for five major U. S. re-| 
gions, and by city size. Other | 
standard report breakdowns in-| 
clude comparisons, item by item, | 
between chain and independent | 
outlets. Stores will be classified 
and reported on for other charac- 
teristics, such as annual yearly 
volume. 
With the initial audit as a start- | 
ing point, reports will chart out-| 
of-stock conditions, increases or 
decreases in distribution and simi- 
lar trends and market conditions. 


} 
Gruen Appoints Henry Dortff | 
Gruen Watch Co., Cincinnati, | 
has appointed Henry Dorff, for- | 
merly with Alfred J. Silberstein— | 
Bert Goldsmith Inc., New York! 
agency, advertising director. He! 
succeeds Bernard M. Kliman, who | 
has resigned to open his own} 
agency in New York. 


Rumrill Gets Account | 

Charles L. Rumrill & Co., Roch- 
ester, -N. Y., has been appointed to 
handle advertising for Distillation 
Products Industries, division of 
Eastman Kodak Co., Rochester. | 


Buckeye Saw to Guenther 
Buckeye Saw Co., Cincinnati, | 
has appointed Guenther, Brown &| 
Berne, Cincinnati, to direct its ad- | 
vertising. Newspapers, trade and | 
consumer media will be used. 


en’s groups. 


of director of advertising. 


Americas 


- FOREMOST 


TOY TRADE 


Magarine | 


Only ABC Tey Paper 
Oldest in Field 
leads in Lineage 


| Write for New Merket 
ate ler 


lhe proof of the hnenting 


Proof of the pudding, they say, is in the eating. Proof of the print- 
ing must, of course, be in its appearance. And when the proof is an 
ATA proof, there can be no doubt about its good appearance. 

There are proofs and proofs —the proof that is submitted to the 
customer to show how the advertisement looks in type and for 
possible changes or corrections, and special proofs, sometimes on 
regular proofing paper and sometimes on acetate, glassine and 
other materials for lithography, offset, planograph and gravure 
reproduction. Reproduction proofs for photoengraving too. 

ATA’s versatile master craftsmen are thoroughly familiar with 
every form of printing impression and their sharp, clean-cut repro- 
duction proofs for this type of work achieve results of the highest 
order. The popularity of offset, lithography and allied processes is 
increasing and so is the demand for better proofs. ATA experts 
meet this demand to the satisfaction of the most exacting customer, 
and they are alert to all new developments in proofing. Again, 
ATA quality and intelligence meets all requirements. 

No matter for what purpose the type is set, it will pay you to 
consult an ATA member. You will find his advice sound on all 
printing problems, and it’s yours for the asking. He is in business 
to serve you. He has the know-how, modern equipment, skilled 
personnel and best materials to serve you well. If you are trying 
a new printing medium, all the more reason for seeing an expert. 


A telephone call will start a beautiful friendship. Make it at once. 


Advertising Typographers Association of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY * JERRY SINGLETON, Executive Secretary 


Tae 


ADVERT) 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 

The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic Service 


CHICAGO, IL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 

Yaeger Typesetting Co., Inc. ' 
DALLAS, TEX. } 
Jaggars-Chiles-Stovall, Inc. 7 
DAYTON, O. 

Dayton Typographic Service 

DENVER, COLO. 

The A. B. Hirschfeld Press 


DETROIT, MICH, 
The Thomas P. Henry Co. , 
Fred C. Morneau Co. : 
George Willens & Co. 
INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 
KALAMAZOO, MICH. ‘ 
Claire J. Mahoney i 
LOUISVILLE, KY. . 
The J. W. Ford Company 
MILWAUKEE, WIS. 
Arrow Press 
George F. Wamser, Typographer 
MINNEAPOLIS, MINN, 
Duragraph, Inc. 
NEW YORK, N. Y. 
Ad Service Company ; 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House _ 
Imperial Ad Service ; 
King Typographic Service Corp. 
Lino-Crafe Typographers, Inc. 
Master Typo Company 
Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 
NEWARK, N. J. 
Barton Press 
William Patrick Co., Inc. 
PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
John C. Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 
Paul O. Giesey 
ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, inc. 
SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 
SEATTLE, WASH, 
The Deers Press 
Frank McCaffrey's Acme Press 

of Seattle 
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Trade Mark Registered 


Issued every Mondoy by Advertising Publications, Inc., 200 E. lilinols St., Chicago |! 
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Think Hard About Political Advertising 


The announcement this week of the formation of a new organiza- 
tion, The Advertisers for Freedom Committee, part of whose activity 
is frankly aimed along political lines, plus the introduction in Congress 
of a bill by Rep. Robert Ramsey to prohibit tax deductions for politi- 
advertising sponsored by corporations, bring the subject of 
Political advertising extremely close to the advertising man. 

" There is a strong and understandable urge on the part of business 
men to use corporate funds in advertising and other activities which 
present their point of view on political issues and on political candi- 
dates. The newly-formed Advertisers for Freedom Committee in fact, 
as part of its three-point program, makes the bold suggestion that 
two or more businesses band together to make contributions to a pub- 
lic relations organization which “would act as a Voters Informational 
Committee” and would also be hired 
by a local political group as p.r. counsel. Then, it would spend 
“Most of its efforts—and money—on behalf of the political group, 
Promoting the educational and advertising campaigns and also as- 
Sisting in traditional political activities.” 

) Rep. Ramsey’s bill, on the other hand, would prohibit any tax de- 
duction for advertising for any corporation which runs advertising 
that refers to a candidate or political party, “political theory or 
Political issue”; makes any contributions for campaign expenses; 
OF spends any money for lobbying or “the promotion or defeat of 


“at perhaps a dollar a year” 


legislation or the exploitation of propaganda.” 

We think both proposals contain a good deal of dynamite. 

It is the proper function of any individual or organization, not ex- 
@uding a business corporation, to express its viewpoint and to work 
toward the accomplishment of that viewpoint, with regard to political 
as well as all other issues. It is the proper function of business, as 
well as every one else, to make obscure facts clear. 

These functions have been exercised—with whatever degree of 
intelligence and success—for many years, through advertising and 
through other types of activity. Advertising expenditures for these 
purposes have never been challenged seriously, and we hope they 
never will be seriously challenged. 

But we suspect that the surest way to have all reasonable adver- 
tising expenditures of this character challenged in the future is to 
have advertising run over corporate names supporting a particular 
individual or political party. We believe that there is an important 
and vital distinction between the support of issues and principles 
and the support of individuals or parties. 

We suspect that advertising bearing the name of a corporation, or 
capable of being closely connected with corporate funds, which sup- 
ports a particular candidate for office or a particular party will not 
gain votes for that particular candidate or that particular party, and 
if we had the space we would spell out in detail why we entertain 
this suspicion. 

We suspect that if such advertising appears, expenditures for 
legitimate issue-and-principle advertising will immediately be chal- 
lenged, and ultimately such advertising will be hamstrung in one 
way or another. 

We suspect, further, that even if such advertising should appear 
and should gain votes and not be seriously questioned, that the day 
might come when many corporations will be sorry they started using 
advertising funds to support particular people or parties; and that 
they may, sooner or later, discover that they are being pressured to 
use all their advertising funds in support of one candidate or another, 
for this or that office. 

We suspect, in short, that any corporation which may be thinking 
of engaging in direct advertising in support of any candidate or 
any party had better do some serious thinking before it moves. 
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—Farm Journal 


What They're Saying 


Logical Conclusion 

What most people mean by logic 
is a way of putting propositions 
in ordinary language together so 
that one may draw from them air- 


tight and unassailable conclu- 
| sions: “...and therefore my son 
must go to Harvard,” “...and 


therefore Jones is a Communist,” 
| “*...and therefore we must draft 
| 18-year-olds,” ete. People who are 
notably skilled at this kind of 
thing—that is, people who can 
| give you on demand a “good, logi- 
cal reason” for everything they 
do and believe—are as a rule ex- 
traordinarily obtuse in other, more 
|} important, respects. For example, 
| they often have little insight into | 
| their own deepest motivations, such 
they might derive from the 
study of literature or psychology; 
they often have little insight into 
the cultural pressures that drive | 
them to want or fear what they 
| think they want or fear; they can 
{almost invariably be relied upon | 
| to confuse logical validity with ob- 
servable truth. Logic, for most 
people, is simply the verbal ma-| 
chinery employed at the conscious | 
|level by means of which conclu-| 
sions already determined by psy-| 
| chological needs, cultural compul- | 
| sions, or economic pressures +are | 
|dressed up for public presenta-| 
| tion—that is, 


as 


rationalized. The} 
| more skillful the “logic,” the more | 
securely are the sources of action | 
j and belief concealed from others | 
and from oneself. 


| —S. I. Hayakawa, in ECT.: a Review | 
| of General Semantics, of which he is 
| 


editor. 


A Wry Little Joke 
| I’m going to stick my neck out 
‘and predict that, in the next year, 
top management will become in- 
creasingly negative to your func-| 
tion. Most managements are made} 
up of financial and production 
men who, believe it or not, think 
that selling is a fungus growth like 
barnacles on the hull of a ship. 

And if it happens that the heads 
of your companies are inventors 
who have invented the things that 
you are peddling, they are sure 
that no salesman ought to have to 
sell their priceless products. The 
products ought to sell themselves. 

They are victims of that famous 
| lie perpetrated by Elbert Hubbard, 
which said that if a man build a 
| better mouse trap or preach a bet- 
ter sermon, though his house be 
in the woods, the world will beat 
a path to his door. 

Hubbard said that he wrote that 
and put Emerson’s name to it as 


| Some 


;}many of them dress alike (be it 


a return for having stolen so much 
from Emerson. Well, of course, that 
was one of Hubbard’s wry little 


jokes, because, some 20 years be- lw 


fore, Hubbard had read that line} 


of reasoning in one of Emerson’s | ¢ 


letters and had simply boiled it 


| down into one of his famous epi- 


grams—and it came from Emer- 
son all the time! 

And so Hubbard was stealing! 
again and merely giving the man 
credit for what he had stolen. 
Actually all that Hubbard had 
done was a Reader's Digest job of 
condensing. And that’s the true 
story of the mouse trap philoso- 
phy. 

—Burton Bigelow, 

Bigelow 


the Sales 
York. 


The Word Merchants’ Street 
There is no Madison Ave. “type” 
and no one profession monopolizes 
the street—but along about lunch- 
time, when the upstairs occupants 
of Madison Ave. file out in quest} 
of food and drink, you can hear} 
a good deal of talk about “space” | 
and “sponsor” and “option” and 
“double truck.” These are the ra- 
dio men, the advertising men; the 
magazine men, the public rela- 
tions men—the whole glossy frat- 
ernity of word merehants, so many 
of whom work their wonders here 
on Madison Ave. A large part of 
New York’s advertising industry | 
has settled here, and a hefty hunk | 
of its radio and television world 
(the headquarters of CBS stands 
on the corner of 52nd Street). 
of the country’s biggest 
magazines, a goodly portion of the 
city’s book publishers, a flock of 
literary agents, toil and spin on 
Madison Ave. Of all the occupants 
of Madison Ave. only the men| 
who belong to this fraternal order | 
may be said to run to type. So} 


president, Burton 
Organization, speaking at 
Executives Club of New 


the Brooks look or the Bold Look), 
and talk alike and eat alike. Comes 
lunchtime, these ulcerated huck- 
sters and editors and account ex- 
ecutives come out of their confer- 
ence rooms to eat—at the Biltmore 
or the Weylin, the New Weston or 
Longchamps, or Hamburg Heaven, 
or Hamburg Bar, or Hamburg 
Grille, or Hamburger Barn, or 
Hamburger Hearth, or Hamburger 
Mary, or in one of the dozens and 
dozens of intimate and expensive 
French and Italian restaurants 
that have settled snugly on the 
side streets, as close to Madison as 


possible. | 
“The New York Manner,” by Sid- |! 
ney Carroll, in the February issue | 

of Esquire 
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| Bough Proofs | 


Gillette deprived its TV audi- 
ence of a stirring climax to a re- 
cent boxing show when it inserted 
a commercial just as the manager 
of the losing fighter climbed 
through the ropes and aimed a 
| haymaker at the referee. 


Jim Woolf says that to him ad- 
vertising is not a sacred cow, and 
| after reading his catalog of its 
weaknesses, most admen will agree 
it shouldn't even be rated a con- 
tented one. 

a 


Pharmaceutical manufacturers 
| are reported to spend $100,000,- 
/000 a year for detailing, which is 
ja sampling operation something 
|like that which puts important 
| buyers on the free lists of the 
| magazines. 


3 
Hallicrafters Co. claims that 
viewers can pull in television 


shows from a distance of 150 miles 
ith its equipment, but this may 
turn out to be a case where dis- 
ance doesn’t necessarily lend en- 
chantment. 

. 


Little brother TV must be very 
annoying at times in the broad- 
casting household, as Bill Ryan of 
BAB describes it as “that over- 
blown, expensive, unmeasured 
‘movies at home’ medium.” 


The DMAA wonders out loud 
whether the medium should be 
called direct mail or direct adver- 
tising, and the new postal rate 
schedule may help to provide the 
answer. 

* 


In these days of inflation, high 
taxes and high prices, a manu- 
facturer of novelties has brought 
out what seems to be a sure-fire 
success, a billfold that actually 
locks the money in. 


Marshall Field & Co. is celebrat- 
ing its hundredth anniversary this 
year with faith that the customer 
is always right slightly dented but 
still in good working condition. 


e 

Don Bernard says color can’t 
sell a product that black and 
white advertising won’t move. A 
salesman has to be good, even if he 
wears a red carnation in his coat 
lapel. 

o 

“Female copywriter without 
temperament” is looking for a 
new agency connection. 

Does she mean she doesn’t even 
get mad when she sees a blue pen- 
cil? 

* 


“Can GOP win control of Con- 
gress?” asked the Washington 
editor of the world’s greatest ad- 


| vertising journal. 


If you happen to know the an- 
swer, please contact Dr. George 
Gallup. 

© 


Abbott and Costello continue to 
get a lot of mileage out of Stu 
Peabody’s oldie about the cow 
and what she can do to and with 
udders. 

Copy Cus. 
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IN PHILADELPHIA, THE NATION’S 3rd MARKET, 


OUTPUT GROWS inn 
F _ NATION’S MOST-DIVERSIFIED 


2 INDUSTRIAL AREA ee 


NEW PIASECKI HELICOPTER PLANT 
ADDS ANOTHER VITAL DEFENSE UNIT X 
TO THE PHILADELPHIA AREA 


| Now expanding, the Piasecki Helicopter 

Corporation's plant will soon have over 
one-half million square feet of space. It 
will be the largest helicopter plant in the 
entire industry... with production de- 
voted 100% to military needs. 


> me INQUIRER PACES — 
; PHILADELPHIA’S GROWTH... 
¢ SETS NEW RECORD IN 1951! 


PRR IN NRO ater Saeed RO RT i EE 


THE ONLY PHILADELPHIA NEWSPAPER 
TO SHOW A GAIN IN 1951, INQUIRER 
PUBLISHES LARGEST VOLUME IN HISTORY 


First in National, Retail, Classified and 

b Total Advertising, The Inquirer’s margin 
of leadership over the 2nd newspaper in- 
creased to 6,000,000 lines. Month after 
month, year after year, The Inquirer is 
first choice for sales. 


Now in its 19h 
Consecutive Year of Total 
Advertising Leadership 


a in Philadelphia! 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representctives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 


Che Philadelphia Mnquirer 


Philadelphia Prefers The Inquirer 


ee gh ee Sa ee ee “an et Ret ss ee oS Se eivy' ee Eel oe 
fate Mao ste i ater! ae a Beek ea hgh Sr ee fet a ee 7 i ee ere ; re ? Be A : re as Gorey re eee ye os 
eee 7 . Pa 1 Seep Swat ie ai 
er Le 3 
o os ke : Bis 
to am “pee J a Be ge: te. ENE ane i op , me. SE ae sa riee. 
: ea E 2 3 Bake Bs & i ame sag 3 : “e ee) 4 5° y / i D oF Sk i Par 3 
e ue a ‘a 4 *s ae . oe oe; ne oes ae Pit 
ih 8 ; Ee. ee eae i Soe 5 ‘ $f a : os poe 
4 ear’, % aie : = Sy Ge Er: 6M. Soh ‘ A. es 4 
ae 5 x i i se HER ee ; HO ) Eos 
& a p a ae ee Dd. 7 Pe ey een Nephe 
iat ‘ ae eS “Bag = m eee s 3 whee Rare ay as me ptr es ; +5 WS iF ee 
is ve Sy ; . : ? ome t Be eS TE a a ee a fa, 
: “*) : = Ae 5 
iS; ees Fae 
‘ a ee 
4 ‘gies ta y Pe, 
ae be ie 
ei ~ j - oe Bs . se 3 
fe ah 
Be a3 ae, 
E YS 
i? atti a 
? : ennai >. 5 ~ 
ay nelle ne , ‘ 
a ei) ~~ ~~ tele 
AE a & | ‘ N oh > “Ane 
Z oo .. ~~ << ~~ es 
x - z KS ~ ha, 
’ . > : pee ss 
ee : ~ ~& SS se ' ' bar 
Z . . — ——e a. , 
oe _ BR: % - — ~ eee : is ‘ 2 
a . in all . iS ‘ — 
a \ , — i ie 
: “ = - Pais sy a mt / 
‘i x ail Sn ee ee 
a x . ats ee — a <5 (ere 
, 7 s= as g 
; i ‘ ot = re. en ial - 7 aa. 
: ~. st — a es <= , Sas 
<- *) ‘ = ~s € » ne od, re 
‘ ried a 
al " a ee | ar 
Les ~~ wy ~ ¥ —aaa pe ” an vr ate 
te. . a 4 Oe ae i os . sd 420 | S a 
rae 2 " ‘soe cA ae ‘a (yi j eS 
os _- z : = il ‘ oan 
o ™ es a: anal rie oi! . 
” ao " a } .. . 
Ny —r } Eee 
i PASE pons ei ° i ; 
fetes ar er : ae 
i= : 8 . * eed 
== Che Phi Ne ioe ae 
ie ys = jb et 
it — d= ld Ui} I ee 
i ——— a 2 renee Ege. Ter FINAL Ih Wate 
= Tod, de Cres saa : a rine wey Hf H Ae 
<i ~ Y linttaon Ritie® Pa “von I ‘Sand 
; SS [Piha City Wan nent Deter 4. (eer 
fe ==> me ln *1 C07 aN4 iT fig Semin 4 eg ? sel ae om | See 
nite pre - NM, Mire mig “Se °. - t . - 
fe 4 te eee, Or: wane . aM p kk 404 5 
"9 Battie 5) te a, Phe - _ te <f thi; 5 cled “Uf-> axe 
: SSLSSS Ses ng, pete Koss in a) fig 
: g ee o " . 4b f J 
ie Se ate. “ > , ? Pade or ‘ I f iy 
P, Sr s-5qr eee, = ° < f ri r "6 / * 
u = sy ja nens SSS! ort, Z r roo 
ai ; : bs af nt i h ’ beh apy ; k ‘ == = F . / & — : Se ¢ 
bogey /22% Sse o x3 
Es Wnty ote S353: ; peg 
= : + vanes 3/ Saeee fh - . 
; = : i, [Psa on aey ate ae) pee == / : ; / tS , 
; = : So Sse oo: J f a “ 
= mn {2 nee i) : Wp nd: 
a Se a Ree LT Oy tell =) = Yj ae 
ue) ed eee : * = “ ;: pees 
aa ms ye Ty = om, eid Bad oe : Se ° ag y F 
a one pape Ses OF Ninth ting esis WY sy ae 
ae . “es EE ae it ae ae nated es et ii '~ cee es 
ze nay . ’ Se a 5: ee eas “  : 53 = A 
ae { bp et : ne ae fe pe rt = ote: ane ee V// as 
ee sles isc. A Ae aay 
el i 7 em Seite si hi \S —— : & 
; ts, ” ai | = : 
“te “ Pe « il ” : 
So a 
iseaplbciaes io ee — 
3 rae 
ta } 7 tae 
a A ‘ “Ye 
; in eal re, 
p s. "ae 
x i we 
z crea eae 
r= ee aS 
: a mee. 
ae oe ee 
~~ A | 
; ee 
ee s i 
: res 
ivi 
ee ants 
F mess oa EN pane 
2: ; 5 : i ; j : : * Sac Re ee 
Ss oc So one eet rr ee BS ee ee = oa, ERS Ee BO, se rc ee ES ed 


2 


uae 


nah a» 


ee Ae arm 


14 


Hazel Bishop 
Introduces New 
Complexion Glow 


New York, Jan. 16-—Complexion 
Glow, a cheek-coloring product, 
was introduced in more than 100 
markets last week by Hazel Bis- 
hop Inc. More than $500,000 is 


budgeted for the first 90 days, ac-| 


cording to Raymond Spector, pres- 
ident of Raymond Spector Co., the 
Bishop agency. 

Initial advertising includes large 
cooperative ads in more than 600 
newspapers, to be followed next 
month by promotion on Bishop's 
portion of “Stop the Music” on TV 
(American Broadcasting Co.) and 


a new five-minute, five-times- 
weekly newscast, “Inside News 
from Hollywood.” The newscast 


will be either network or recorded 
spot, depending on time availabili- 
ty. 

The Spector agency is also nego- 
tiating for an additional network 
TV show for Hazel Bishop lipstick 
and the new product 


8 Complexion Glow, according to 
Norman Jay, Bishop executive v.p 


and general manager, is not a 
“tell-tale rouge [but] a product 
that gives a natural effect and 


blends in with a woman’s own skin 


tone. [t is the only product of its 
Rind that is completely natural- 
looking.” 

The cosmetic is intended for 
Wemen who want natural cheek 
color instead of the look of con- 


tional rouge 
+ is reported that Bishop will 


bfing out a no-chip nail polish as 
itg next product 


Audit Bureau Names Devine 
to Assist in Its Promotions 
James F. Devine, formerly with 

the Chicago office of F. W. Dodge 
Cérp.. has been appointed to the 
executive staff of 
by 4 Audit Bureau 
0 Circulations, 
Chicago 

r Devine 
will assist in the 
buFeau's promo- 
tiomal activities, 
Specializing in 
ABC media clin- 
ies which are 

g conducted 
in various cities 
in cooperation 
with local chap- 
ters of the American Assn. of Ad- 
vertising Agencies 


Starrett Elects Robbins V. P. 
Irving Robbins, special consult- 

ant on procurement and finances 

to the board of directors for the 


4 } 


James F. Devine 


past two years, has been elected 
v.p. and general manager of 
Starrett Television Corp., New 


York. 


GENUINE 
GLOSSY 
PHOTOS 
in Quantities 


Smelser Appointed Director Belknap Named Ad Head 

Dr. D. P. Smelser, manager of Richard H. Belknap, formerly 
the market research department of with Lamb & Keen, Philadelphia 
Procter & Gamble, Cincinnati, has agency, has been appointed sales 
been appointed a director of the and advertising manager of Bur- 
newly-organized Advertising Re-|ton, Parsons & Co., Washington, 
search Foundation. Dr. Smelser,|manufacturer of ethical pharma- 
who joined Procter & Gamble in’ ceuticals. 
1924, has directed the company’s 


| research activities since 1926. | Crosley Cuts TV Set Prices 
Crosley division of Avco Mfg. 
WOR Appoints Bob Pauley Corp., Cincinnati, has reduced 


Robert R. Pauley has been ap- prices on its 16”, 17” and 20” tele- 
pointed New England representa- vision sets from $20 to $60, the sec- 
tive for WOR, New York, with ond reduction made by the com- 
headquarters in Boston. pany since Sept. 12. 


Mayers Co. Appoints Two 

Mayers Co., Los Angeles agency, 
has appointed Meyer Gold, for- 
merly a partner in Manson-Gold- 
Miller, Minneapolis agency, and 
Mary Millen, formerly merchan- 
|dising director of Stamps-Con- 
| haim-Whitehead, account execu- 
| tives, 


Bundscho Names Powers V. P. 

J. M. Bundscho Inc., Chicago ad- 
vertising typographer, has ap- 
pointed Anthony R. Powers v.p. 
He will continue in sales and serv- 
ice. 


Advertising Age, January 21, 1952 


Romm, Kaye Join WCAU 


Charles Romm, formerly with 
Franklin & Gladney, New York 
agency, has joined the publicity 
department of WCAU, Philadel- 
phia, to handle trade publicity. 
Barry Kaye, formerly of WTVJ, 
Miami television station, has been 
appointed to the station’s anndunc- 
ing staff. 


Leblang Adds Account 

Gane’s Chemical Works Inc., 
pharmaceutical manufacturer, has 
appointed Mack Leblang Co., New 
York, its agency. 
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George Leaves Long Island Three Purchase WAUX SF Inventor to Make Self-Lighting Cigarets Mr. Witt said a contract has 


= first unit of the 
David R. George, formerly pub- WAUX. Waukesha. Wis. has . : ; : ; Nar yg Sor a ‘ been let for the — 
licity director for the Long Island sane eae ve ‘Carl Taylor, presi- San Francisco, Jan. 15—Plans already has received Army ap-| plant and construction will start as 


Rail Road, has been appointed as- 4. a 2 to construct a $500,000 plant here proval for use by combat troops.| soon as the site is selected. The 
sistant to the chairman of the Long nag See Senet Se oe this year to manufacture a “self- The igniting flame is said to be in- | factory will be completed within 
Island Transit Authority. Paul A.' oountant: Mig Figi, the station’s lighting” cigaret were revealed visible at a distance of 100’ and) six to nine months, he said. 

Blauvelt, formerly Long Island general manager, and Charles Wil- last week by Frank Witt, barber- cannot be blown out in any wind.| The inventor asserted he has 


a ae cyan oleae hee liams, sales manager. inventor and president of the as ce mwas | been assured by a conference of 
oe yet unnamed company. # Addition of the self-lighting| Army generals in Washington that 
i igaret, als ‘i Pe entional cig-| orders for the new product will be 
Appoints W. F. Coleman The cigaret, also unnamed, will feature to the conventiona orders for the n I 
ValSweet Appoints JWT > have a paper strip lightly covered aret increases the cost by 1¢ for placed as soon as production is 


z: oy oe oan on poate = with a chemical] substance which every 50 packs, Mr. Witt declared.| ready to begin. 


Francisco, to undertake prelimi- man Co., Los Angeles, publish- is ignited by striking it on an abra- Ultimately he plans to make the | 

nary product and market studies in ers’ representative, its exclusive sive at the side of the package. patented feature available for use| OJsen Publishing Names 3 

behalf of Val-Sweet grape nectar. representative on the Pacific Coast.. Mr. Witt said the new product on other brands on a royalty basis. Paul H. Mandt has been ap- 
; pointed assistant to Lester S. Ol- 
; sen, president of Olsen Publish- 
ing Co., Milwaukee, and Edward 
Thom has been named editor-in- 


chief of the Olsen publications. 
: = 7) Edward K. Slater, editor for the 
last 32 years, has been promoted 
to chairman of the editorial board. 
‘Geographic’ Boosts Welch 
National Geographic has pro- 
moted Raymond W. Welch Jr., 
j = acting western advertising mana- 
. 
. ¢ 


ger, to western advertising mana- 
ger. 


If you write the best caption, you'll 


, e . 7 a 
. win TWO nice, crisp, new $100 bills 
5 WE HAVE A big story to tell. But we want to reduce it to appropriate illustra- 
tion with an appropriate caption. Both must be descriptive. We believe the car- 
toon at the left can, with the appropriate caption, tell our story quickly and graph- 
ically. Can YOU write an appropriate caption? 
HERE’S THE SITUATION: 
IN THE EVENING field we lead our closest competitor by more 
than 120,000 circulation daily . . . AND in the rich, responsive 
population-packed Los Angeles ABC City Zone, we're first among 
all newspapers in daily circulation. 
J WHY IS THIS so important? Because the Los Angeles ABC City | 
= Zone is more than twice as large as the corporate City of Phila- ! 
. delphia. It covers almost 500 square miles! | 
WITHIN THIS vital area resides 2,587,974 or 58.6 per cent of 
metropolitan Los Angeles’ total population, amd within this area 
71.8 per cent of all retail sales are made! 
| For a new appeal—an extra 
| inducement — add OAK-HY- 
IN OTHER WORDS, in Los Angeles the “heart-land” is the ‘‘mart-land” . . . and TEX ge i to your ad- 
“ ¢ «6 . . o vertisin n moti 
it is in this MOST vital area that the Herald-Express concentrates MORE circula- | oe 
tion than any other Los Angeles newspaper! ee ey 
you to use these popular bal- 
SO, ALL YOU DO is write a caption that WE PROMISE everyone submitting a cap- | teens efSecsively— ane the 
will appropriately liken the Herald-Express’ tion a gift. And to the writer of the winning Paes a per i 
ae : : i ; ! The winning ca : 
" situation to that depicted by the cartoon. caption, $200.00 cash g cap- novel and appeal- 
~~. tion will be determined by a panel of out- ing balloons. 
SEND AS MANY captions as you like. Ad- standing, impartial judges, whose decision A letter, telegram 
dress them to: Promotion Manager, Los An- will, of course, be final. Captions must be or telephone call 
geles Herald-Express, 1243 Trenton Street, received in Los Angeles no later than 5 p.m. | will bring you 
Los Angeles, California. ° Saturday, February 16, 1952. ~~ a 


a 


Los Angeles Evening | 


HERALD -EXPRESS 


Los Angeles’ BIG \_ Evening NEWS paper he OAK RUBBER CO 


Regan and Schmitt, imc. |  Ravenna.Onio. 
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Business Paper Ad 
Volume Good, But 
Profits Are Small 


Curicaco, Jan. 15 
ume of advertising in business 
papers was 20% greater in 1951 
than in 1950, and the outlook for 
1952 is a 10% increase from last 
vear, J. K. Lasser, noted account- 
ant and tax expert, told the Chi- 
jusiness Papers Assn. yes- 


Dollar vol- 


cago 
terday 

About 7% of the 1951 increase 
came from more pages of adver- 
tising, he said, with the remainder 
of the dollar increase attributable 
to rate raises 

Not all papers benefited uni- 
formly, however, Mr. Lasser said. 
Merchandising papers, he said, 
were off 2°%-4° in page content 
and about even with 1950 on dollar 
volume, while industrial papers 
showed a 12%-14% increase in 
pages, and a dollar gain of 25%. 


® The outlook for 1952 is about 
the same-—perhaps a 15% in- 
crease in dollar volume for indus- 
trial papers, and an “uncertain” 
outlook, with little change, for 
merchandising papers, Mr. Lasser 
said. But the profit picture is not 
so rosy. Publications with annual 
volume of over $500,000 averaged 
about 8% profits after taxes, but 
“amalier papers fared much less 
ll. Over two-thirds of those car- 
Bin: less than $100,000 are in the 
red 
of those with volume between 
$700,000 and $250,000. Even above 
tls figure, one paper out of six is 
just breaking even 
The great needs of business pa- 
pér publishing in the face of bas- 
ic) conditions which indicate the 
sibility for more business, plus 
aPising cycle cf costs, are for more 
fPmotion, higher rates and more 
agtute business management, Mr 


- said. 


as are more than one-fourth | 


- 
SA proposal to change the name 


of Chicago Business Papers Assn 
to’ Chicago Business Publications 
n. was read at the meeting. It 
] be voted on at the February 
mé@eting, and probably will go into 
effect July 1, 1952. 


Séroggie to J. ]. Gibbons 

James Scroggie, formerly with 
thé Toronto office of Walsh Ad- 
y@ttising, has been appointed cre- 
ative director of J. J. Gibbons Ltd., 
Toronto 
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Close Joins RCA Victor 

E. Burt Close, formerly in Sun 
Oil Co.’s sales promotion depart- 
ment, has joined the consumer 
products advertising and sales pro- 
motion department of RCA Vic- 
tor division of Radio Corp. of 
America, Camden, N. J. He will 
take charge of air conditioning 
advertising. 


Food Center Names Seelig 
Food Center of St. Louis Inc., 
independent chain of supermar- 
kets, has appointed Seelig & Co., 
St. Louis, to direct its advertising. 


Shaw to Cramer-Krasselt 

Howard Bernard Shaw, former- 
ly an account executive and di- 
rector of radio and television in 
the New York office of Wilson, 
Haight & Welch, has been ap- 
pointed an account executive for 
Cramer-Krasselt Co., Milwaukee 
agency. 


Smith Named WCOL Manager 

Neal Smith, formerly an ac- 
count executive for WLW, Cin- 
cinnati, has been appointed station 
manager of WCOL (AM and FM), 
Columbus. 


Hartshorn Switches Agency 

Stewart Hartshorn Co. New 
York, manufacturer of window 
shades and hardware, has switched 
its account from Calkins & Hold- 
en, Carlock, McClinton & Smith, 
New York, to Riedl & Freede, Pat- 
erson, N. J. Consumer magazines, 
newspapers and trade publications 
will be used. 


Elect McGivena to Four A’s 

L. E. McGivena & Co., New 
York, has been elected to member- 
ship in the American Assn. of Ad- 
vertising Agencies. 
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Thatcher Switches Agency 
Thatcher Furnace Co., Garwood, 
N. J., manufacturer of boilers, fur- 
naces and air conditioners, has ap- 
pointed Wehner Advertising Serv- 
ice, Newark, to direct its advertis- 
ing, publicity and marketing coun- 
sel. Anderson & Cairns, New York, 
previously handled the account. 


|Amberg Appointed Publisher 

Richard H. Amberg, v.p. and 
general manager of the morning 
newspaper since 1950, has been 
appointed publisher of the Syra- 
cuse Post-Standard. 
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McCann Schedules The clinics, consisting of 18 
23 A Cl weekly sessions of an hour each, 
enc ini will be based on material devel- 

g Y inics oped in the international adver- 


New York, Jan. 15—About 400 tising conference which the agency 
employes of McCann-Erickson at- held here last month. The material 
tended the first session of a’ clinic! will be made available to 33 as- 
on agency operations here last! sociated agencies in 20 other coun- 


Wednesday. 

Similar clinics will be started 
in a few weeks in Germany, Bel- 
gium, France, England, Mexico, 
Cuba, Puerto Rico, Colombia, 
Chile, Argentina, Brazil, Uru- 
guay and 11 U. S. cities. 


tries. 


Bollinger to Ingalls-Miniter 

Alfred W. Bollinger has been 
appointed an account executive of 
Ingalls-Miniter Co., Boston agen- 
cy. 


Skelton Joins Fertig & Co. 

C. T. Skelton, formerly mana- 
ger of the outdoor department in 
the New York office of Foote, 
Cone & Belding, has been ap- 
pointed manager of the outdoor 
and transportation advertising de- 
partment of Lawrence Fertig & 
Co., New York. 


Magic Chef Boosts Pepple 
| Magic Chef Inc., St. Louis (for- 
merly American Stove Co.), has 
promoted R. Ted Pepple, with the 
|company since April, 1950, to 
' assistant advertising manager. 


Thomas Textile to Holley 

Thomas Textile Co., New York, 
has appointed Robert Holley & 
Co., New York, to direct adver- 
tising for its Sanitex infants’ and 
children’s wear. Consumer and 
trade publications and direct mail 
will be used. 


Gray & Rogers Adds Account 

Morris, Wheeler & Co., Phila- 
delphia iron and steel merchant, 
has appointed Gray & Rogers, 
Philadelphia, to handle its adver- 
tising, public relations and pub- 
licity. 


It Reach?... 


The influence of CHILTON Publications penetrates 


deeply into nine industries, businesses and 


professions: Metal Working, Hardware, Department 


Stores, Shoes, Optical and Optometry, Jewelry, 


Automotive, Insurance and Distribution. 


It is channeled to these sources through circu- 
lation totaling 315,952—which indicates a 
conservatively estimated readership of over 
114 million. 


And this circulation is as carefully placed as 
the dressmaker’s material—where it is most 
needed, and where it will do the most good. 


Strict control is exercised over all CHILTON 


Publication circulation, whether paid or selective, 


or both. The result is a minimum of waste 
and a maximum of reader interest, as evidenced 
by high subscription renewal and verification 
percentages. 


CHILTON 


NP) 


Chestnut and 56th Streets 


Philadelphia 39, Pa. e 


New York | 


COMPANY 


(INCORPORATED) 


100 East 42nd Street 


7, %. ¥. 


THE IRON AGE * HARDWARE AGE * HARDWARE WORLD ¢ DEPARTMENT 


STORE ECONOMIST ¢ BOOT AND SHOE RECORDER 
JOURNAL AND REVIEW OF OPTOMETRY «¢ 
KEYSTONE © AUTOMOTIVE INDUSTRIES ¢ 


CAR JOURNAL «+ THE SPECTATOR «+ 


MOTOR AGE « 
DISTRIBUTION 


THE OPTICAL 
THE JEWELERS’ CIRCULAR- 
COMMERCIAL 


AGE 


Often the greatest test of 
an advertising medium is 
not what it will do all by 
itself, but what it will do 
when harnessed to an 
existing advertising pro- 
gram. 


The REVIEW OF THE WEEK 
works out particularly 
well in such a situation. 
Not only because it is a 
highly potent part of one 
of the world’s most pow- 
erful advertising media, 
the Sunday New York 
| Times...not only because 
as a newsreview it has an 
extremely avid reader- 
ship...not only because it 
reaches more than 1,100,- 
000 better-income fami- 
lies every week, including 
many of the influential 
businessmen on your 
prospect list... 


But most particularly be- 
cause no other executive 
medium packs so much of 
its punch in America’s 
richest, busiest industrial 
counties, all within a 500- 
mile radius of New York. 
Here in this industrial 
supermarket, the REVIEW 
OF THE WEEK has 90% of 
its coverage, where most 
magazines for business- 
men average only about 
40%. Where your list is 
weakest, The Times is 
strongest. 


The REVIEW OF THE WEEK 
not only gives you news- 
paper impact and sponta- 
neous reader responsive- 
ness...it gives you 
newspaper low cost per 
thousand. Thirteen 600- 
line units (equivalent of 
a magazine 7 x 10 page) 
average out at as little as 
$1.15 per space unit per 
thousand. So you see, you 
can add the REVIEW OF 
THE WEEK to your pro- 
gram right now for so 
little more. 


| The New Lork Cimes 

REVIEW 
OF THE 

WEEK 


the newsreview you get 
every Sunday exclusively 
with The New York Times 
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_WQXI Is Now Mutual Atftiliate 

WQXI, Buckhead, Ga., has af- 
| filiated with Mutual Broadcasting 
System, becoming the network’s 
Atlanta area outlet. Before, WGST, 


* & 
Atlanta, carried the MBS pro- 
grams in Atlanta in addition to 
7 being the ABC outlet there. Since 


WQxXI is a daytime operation only, 
WGST will continue to carry cer- 


tain MBS nighttime programs un- 
(To be exact... til the Buckhead station can com- 
1 077 687) plete three additional towers per- 

p r mitting after-dark operation. 


Nelson Not ‘Purchased’ 
P Thomas Nelson & Sons, New 
men with | York publisher, has sold its med- 
jical books department to Williams 
& Wilkins, Baltimore, publisher of 
° medical books and _ periodicals 
class incomes er (AA, Nov, 26). Nelson & Sons is 
continuing as publisher of Bibles 
and children’s books and has not 


at the mass rate of been “purchased” by the Balti-, 


more publishing company—an im- 
pression which may have been 
gathered from AA's original re- 


$5 a line can be sold... i 


= Schweizer to Bayless-Kerr 
in L. A. Schweizer has resigned as 
advertising manager of Tinnerman 
; P Products Inc., Cleveland, manu- 
facturer of Shead nuts and clips, 
to join Bayless-Kerr Co., Cleve- 
land, as an account executive. Be- 
‘ fore joining Tinnerman in 1948 he 


saenmece 
¥ 


& Heintz Precision Industries, 
Cleveland. 


te , RCA Promotes Doug Smith 
Douglas Y. Smith, plant man- 
ager of RCA Victor division of 
Radio Corp. of America tube 


; i : > dept.’s Lancaster, Pa., branch, has 

ey been promoted to manager of sales 

RA AGA Z | Po € : operations for the entire depart- 

Z ae oe al ment. Earl M. Wood has been ap- 

: _ New York * Chicago * Detroit + Los Angeles pointed to succeed Mr. Smith in 
Lancaster. 
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= No other signal covers the South Bend market ; 9. 
= ¥ —_— 
like WSBT. Radio sets in use are up to an all- Zz ES 
= time high of 32.8! WSBT’s share of audience Z = 
at 66.6 is way above the national average. And = = 
here television is insignificant because no con- = = 
: sistently satisfactory TV signal reaches South = = 
5 Bend. Don’t sell this rich market short. Wrap = = 
3 it up with WSBT radio, E = 
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RAYMER COMPANY ° NATIONAL REPRESENTATIVE 


was advertising manager of Jack | 
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Getting Personal 


The Rotary Club of Raleigh, N. C., has presented the name of 
John A. Park, editor and publisher of the Raleigh Times, as a 
candidate for president of Rotary International. He has served as 
president of the local club and as district governor... 

When the class of 1909 at New York’s Horace Mann school 
gathered for its second reunion since graduation, Doris E. Fleisch- 
man, wife and professional! associate of PR Counselor Edward L. 
Bernays, and New York Times Publisher Arthur H. Sulzberger re- 
ceived silver loving cups for achievement... 

Gerry Brant, ad manager of the Tea Bureau, New York, is back 
at his desk after recuperating from stomach trouble he picked up 
in Puerto Rico.. .Gary Mare Stamler is the future salesman in the 
family of Joseph Stamler, on the sales staff of WMGM...And Nan- 
cy Jo is in the running as a future radio v.p. Father is Sam 
Altdoerffer, v. p. of WLAN, the ABC affiliate in Lancaster, Pa.... 


IT'S THE LIFE—"No more thinking until Feb. 20,” says Victor O. Schwab, president 

of Schwab & Beatty, New York. Here he is, with Mrs. Schwab, enjoying the new 

program as they are about to sail on the American Export Lines’ Exochorda for 
a Mediterranean cruise. 


Gloria E. Von der Lehr, secretary to Paul Tiemer, eastern sales 
manager of the Paul H. Raymer Co., announced her engagement 
to Jack B. Speller on Christmas eve. ..Former WDRC sales rep- 
resentative Lt. Alfred Larson, now stationed in Virginia, dropped 
in for a visit with the Hartford radio gang during the New Year 
holiday. ..Frances Fisk, publicity director for McGraw-Hill, New 
York, is taking life easy for six weeks, following an operation... 

Milford J. Baker, a v.p. of Young & Rubicam, New York, was 
married late in December to Helen J. Strup...John Sudarsky, v. p. 
of the Hartford Courant, acquired a new daughter recently with 
the marriage of his son, Peter, to Dorothy Liftig of Ansonia, Conn... 
And Janet Estabrooks, of the Hartford Times’ national ad depart- 
ment, is engaged to Vincent F. Kotscher, assistant in the geology 
department at Columbia University... 

Marv Shapiro, a sales representative for WCAU-TV, Philadel- 
phia, has been appointed a boxing judge by the Pennsylvania 
State Athletic Assn... 

Robert M. Mezade, of the copy staff at Betteridge & Co., Detroit, 
recalled recently to active Navy duty, has been assigned as station- 
keeper at the U. S. Naval and Marine Corps Reserve training center 
in Detroit. ..The only woman juror for the exciting trial of Denis W. 
Delaney, one of the former internal revenue collectors now in hot 
water, is Virginia Phillips, ad manager of James Bliss Co., Boston 
ship chandler. . . 

Albert W. Sherer, v.p. of McCann-Erickson in Chicago, has been 
elected a director of Encyclopaedia Britannica Inc. and its subsidi- 
ary, Encyclopaedia Britannica Films. ..Mackie Cornwall, account 
executive of Mac Wilkins, Cole & Weber, Portland, Ore., and Mrs 
Cornwall became the parents of their second boy Dec. 30. The 
Cornwalls also have two daughters. ..Another Portland newcomer 
is Susan Margaret Schenck, who arrived New Year’s Eve. She's the 
pride of Vern Schenck II, publicity director of the Joseph R. Gerber 
agency... 

Johnstown, Pa.’s, “Good Neighbor of 1951” is Tom Nokes, presi- 
dent of Johnstown Poster Advertising Co. He received the Good 
Cheer Club’s 7th annual award for “unselfish, unsolicited service 
to mankind in the greater Johnstown area.”.. 

A new member of its business advisory council, elected by the 
U. S. Department of Commerce, is John Cowles, president of the 
Minneapolis Star and Tribune. . 

Everard Meade, v.p. and director of radio and television of Young 
& Rubicam, Hollywood, isn’t likely to soon forget his 1952 birthday, 
celebrated this month. Gn his arrival at the office on his natal day 
he was given a platter containing birthday greetings from top radio 
and television personalities, including Westbrooke Van Voorhees, 
John Cameron Swayze, Mr. and Mrs. Ronald Colman, Paul White- 
man, John Daly, Garry Moore, Arthur Godfrey, Bert Parks and 
many others... 

Edgar Kobak, New York business consultant, is enjoying a four 
weeks’ holiday in Mexico with Mrs. Kobak.. .D. A. Hulcy, president 
of Lone Star Gas Co., Dallas, and president of U. S. Chamber of 
Commerce, was named Dallas’ No. 1 Salesman for 1951 by Dallas 
Sales Executives Club... 

Orville Goplen, formerly an account executive with the Simon 
& Smith agency, Portland, Ore., and Mrs. Goplen are visiting Port- 
land on two months’ home leave from his post as director of public 
information for the American embassy in Oslo, Norway... 

Capt. Richard W. Cockburn, ad manager of The Colorado Rancher 
& Farmer, Denver, when he was recalled to active duty last March, 
has been assigned to one of the important NATO defense units 
in Europe. He’s serving as assistant air adjutant general of the 
logistics support branch, USAFE Headquarters. . . 
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¢ Lithographed displays for indoor and outdoor use. 


¢ Cardboard Displays 
* Animated Displays 
# Econo Truck Signs 


Yes, she knows your product well. 
She has seen your advertising many times. 

But . .. she is a mighty busy little purchasing 
agent. And at that vital moment in the store, 
something at the point-of-sale sold her 

your competitor’s brand. Maybe this 
hasn’t happened to you... . yet! Could 
your advertising at the point-of-sale pack a bigger 
wallop... could it get up in more and better 


places . . . could it have more old fashioned sell ? 
Creating and producing advertising at the point-of-sale 
is our one—our only—business. Our nationwide 


organization is staffed with experts in this 
one field. We want to work for you—but only 
if we can give you better advertising 
at the point-of-sale. Try us! 


WRITE for samples of ideas 


that have made this organ- 
ization unique in the field of 
advertising at the point-of- 
sale. Chicago Show Print- 
ing Co. 2640 N. Kildare, 
Chicago 39; 400 Madi- 
son Avenue, New York 

17. Offices in principal 
cities. 


* Cloth and Kanvet Banners and P. 
* Mystik Self-Stik Displays 
e Mystik Can and Bottle Holders 


«St ll Outdoor Signs 
* Mystik Self-Stik Labels 
* Booklets and Folders 
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Newman Leaves Bayuk Cigars Omaha TV Sets Increase 


The Nebraska-lowa Electrical 
Council reports that 54,585 tele- 


vision sets were sold in the Omaha 
area in 1951, compared with 44,- 
494 during 1950. Total number of 
sets in operation at the end of 
1951 was 111,495. 


U.S. Steel Forms PR Office 
United States Steel Corp., Chi- A. Joseph Newman, chairman of 
cago, has established a midwestern the board and a director of Bayuk 
district public relations office in Cigars Inc., Philadelphia, has re- 
Kansas City. Walter E. Camp, tired from active business. Mr. 
business manager and personnel| Newman has been in the cigar in- 
: director for the company’s public dustry since he was 17 and has 
ey relations office since 1947, has, been active in the Cigar Manufac- 
been appointed director for the turer’s Assn. of America and the} 


new district. 


Cigar Institute of America. 


“ap ion - 


| The 


record each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of DRUG AND. COSMETIC INDUST 


Po 


Trotter Joins Krupnick 

William G. Trotter, formerly a 
copywriter with American Fixture 
& Mfg. Co., St. Louis, has been ap- 
pointed assistant production man- 
ager of Krupnick & Associates, 
St. Louis agency. 


Gregg Tool to Seelig & Co. 

Gregg Tool Co., Gladwater, Tex., 
manufacturer of the Dal Blake} 
5-in-1 duck decoy setter, has ap-| 
pointed Seelig & Co., St. Louis, to 
direct its advertising. Sporting 
;Magazines and trade publications 
will be used. 


|WFRC Aftiliates with ABC 

| WFRC, Reidsville, N. C., has ‘af- 
|filiated with American Broadcast- 
ing Co. 


Advertising Age, January 21, 1952 


Congoleum to Wait for Color Television; 


Gold Seal Name to Be 


Cuicaco, Jan. 15—Congoleum- 
Nairn Inc., Kearny, N. J.. is wait- 
ing for color television before it 
will resume advertising on TV. 

Company _ representatives, in 
Chicago for the winter furniture 
market, told AA that Congoleum 
dropped the Kate Smith show at 


| the end of 1951 because TV with- 


out color did not allow for favor- 
able exploitation of its products. 

The tipoff on the move actually 
came more than a month ago 
when Mark Egan, director of ad- 
vertising and sales promotion, an- 
| nounced the greatest full-color ad 
|campaign in Congoleum’s history, 
declaring, “You can’t seli color 
unless you show color” (AA, Dec. 
3). 

The wall 


and _ floor-covering 


manufacturer will have a 1952 ad} 


budget of $2,500,000, 
last year. 
An innovation in floor-covering 


the same as 


above 


high. 
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From the December |, 1951 
Monthly Review of the Ninth 
Federal Reserve District which 
comprises South Dakota, 
North Dokota, Montana, Min- 
nesota, 15 counties in upper 
Michigan ond 26 counties in 
Wisconsin. 


*... with farm areas pacing the trade” 


|"... department store sales for October up 10%” 


seLL RICH, RESPONSIVE 
SOUTH DAKOTA 


. ++ AND SELL IT BEST WITH 


BOTH RURAL AND URBAN 
Only the South Dakota Dailies sell 85% of all the homes, both rural and urban! 


wee 
~S] we 


AT LOWEST COST 


Combined line rate of the South Dakota Dailies is much lower, (approxi- 
mately 25%) than any other publication claiming coverage of this market. 


AT THE ACTION LEVEL 


Each of the locally-edited, locally-managed, South Dakota Dailies is a : 
local salesman selling your merchandise through your local dealer. 


Comprise Six Locally Managed and Locally 

Edited Newspapers ng The Six Primary 

Markets of South Dakota. 

FOR COMPLETE, HELPFUL INFORMATION, 
WRITE TODAY! 


SOUTH DAKOTA DAILIES 
HURON, 


.Rural and Urban. 


SOUTH DAKOTA 


Used on Whole Line 


advertising will be a test cam- 
paign in the color comics sections 
of Sunday newspapers. 
Congoleum also announced that 
beginning in 1952 all advertise- 
ments will feature one trademark 
for all products—Gold Seal. Offi- 
cials said past use of both Congo- 
leum and Nairn as trademarks 
confused people because products 


were not identified as coming 
from one company. 
s Congoleum’s spring magazine 


promotion calls for advertising: 

1. Gold Seal Congoleum in 
Country Gentleman, Look, Pro- 
gressive Farmer, This Week Mag- 
azine and Woman’s Day. 

2. Gold Seal Congowall in 
American Home, Farm Journal, 
Look, Mechanix Illustrated, Pop- 
ular Mechanics, Popular Science, 
and The Saturday Evening Post. 

3. Gold Seal Nairn linoleum in 
Better Homes & Gardens, Good 
Housekeeping, House Beautiful, 
House & Garden, Ladies’ Home 
Journal and Sunset Magazine. 
| 4. Gold Seal tile in American 
Magazine, Better Homes & Gar- 
dens and The Saturday Evening 
Post. 

5. Gold Seal vinyl inlaids 
Life (two-page full-color). 

McCann-Erickson, New York, is 
the agency. 


in 


Sponsors ‘Space Patrol’ 
on Alternate Sundays 

Ralston Purina Co., St. Louis, 
has signed to sponsor the televi- 
sion program, “Space Patrol,” 
every other Sunday, over the 
American Broadcasting Co. net- 
work, beginning Jan. 13. 

The program will originate at 
KECA-TV, Hollywood. It will be 
shown on film on ABC-owned sta- 
|tions in New York, Chicago, De- 
troit and San Francisco on a spot 
basis. Gardner Advertising, St. 
Louis, is the agency. “Space Pa- 
trol” also is telecast daily as a 15- 
minute series over KECA-TV un- 
der sponsorship of Dr. Ross cat and 
dog food. 


/Plan Ad Program in Canada 

Trump and Cabinet cigars will 
be advertised in 33 daily papers 
in Canada during 1952 by Benson 
& Hedges Canada Ltd., Montreal, 
using large-space ads. The news- 
paper campaign will be supple- 
mented by heavy radio spot tests 
throughout the winter. The com- 
pany will also sponsor daily sports- 
casts over a number of stations for 
|Cabinet cigars. The Montreal of- 
| fice of James Lovick & Co. is the 
| agency. 


| sande, Frary Boosts 2 


Richard Almy, advertising spe- 
cialist for the electric housewares 
division, is assuming headquarters 
sales responsibilities, in addition 
to the supervision of advertising 
and publicity of Universal electric 
housewares for Landers, Frary & 
Clark, New Britain, Conn. Robert 
A. Beyers, sales manager of the 
electric range division, has been 
promoted to general sales mana- 
| ger. 


| Personal Luxuries to Lowell 
Personal Luxuries Inc., New- 
town, Pa., has appointed Mortimer 
Lowell Co., New York, to handle 
|its advertising. Advertising and 
| publicity plans are being devel- 
oped for Cream of Soap and Norm 
| skin creams. 


‘La Patrie’ Hikes Rate 


La Patrie, Montreal, has raised 
its Sunday agate line rate from 35¢ 
to 40¢ and its combined Saturday 
and Sunday agate line rate from 
40¢ to 45¢. The daily and Satur- 
| day-only rates remain the same. 


| Weightman Adds Account 

Parkway House, Philadelphia 
|apartment development, has ap- 
pointed Weightman Inc., Philadel- 
phia, to handle its advertising. 
Newspapers, radio and television 
will be used. 


Ma? See) ee ra te ae am : i : 
eda en 21 a eg SF ae i ae SEN is ee - ere y oral ue freee. et ee oie eee. oe iy en SME = Eur 
ay a Sok gk oe See fe N ee i “kt 
re te 
Fe. 20 
mee 
ee ee 
e 
_ Be 
- : 
a.  —_ ee 
* rN : ys 
‘ s 
23 : 
oy ae 
2 Po " 
Bee 
; qk. 
Het: = 
3 3 | on 
Pe f Be . y 
4 r % ! } 
. | Pp : : 
ze Ee 25 A TE a TT ee : 
* S —_ 3 
Say ‘ _ i. UG on oe : i ae 
aes aay a5: 3 i 
= ; i i 
oe “4 ¥y a 
* —_ y ) tie be i 
: ; = te: a : j tie f t - me = Rake kent as | vA i 
j ’ ams tis 3. fae pS S 
4 : ‘ 4 : ° ~ i e 
- #£#== istrict Figures About | 4 
< VN eS ‘ ; i . 
4; | a j 
—f ) \ 8 \ pee : 5 i g i a ; | 1 
- \ e ie | . 
4 : , ; 5 7 o 
B® \\ Near Capact ; Bs, 
! : : , 
~ : ce a 
e + A A Pa 
+  \\ Form F 
bx : , 
mm 6=—SS’|-s Trade, ee “4 
ia MIINNEATS , | ; 
“ F pusiness |S per | “a 
=a $ el asatrict, with f _ 
- * it | serve nank sue 
a } w. 
oe 1 » rhe survey 
is sjally prisk 
<< é <— There ia 10 per! a 
i e \sales mpared with * 1 centers 
— rp. tcent, ©? ~ industria in- | 
— cent sain ~~ tas a whole, the nt | 
. x i For the er et five per = 
ee tl orem en a5) | 
_ | Z | 
r) h. | 
a *lwe = - | 
; ; 19594 * — 
* Y 
$ _ 
« < 1. SS S | 2H 
fe CWC AG aes 
Z NS RAG. G Li § 
: ‘| a 
z \ Ge | 
“i : 
: er. 
ee f . _ 7 
i * mt 
Beats re a 
“ia s h a pe a 
me . 
a AQ \ 
Y te $ ee | | 
fp et ee | * 
f , SAN —- i 
od en N WY aw ' a 
pw gswe® , Ww \Y & £ 
: cS \ KAN KK Babe 
sro? oF RS _ . 
| wi oe Pr a ps y . 
. a r eres a 4 G 
‘ Qe b Ss RS —. s” : iZ My 
AY PO PES en . 
5 F: ee ee eS > ~ : S. 4 
3 SA me SA > oy oot { 
Ms a at OS y re os et 
} * SX Pe > tg KOA ‘ i : 
‘ o gs ’ ox aos? Zs ot ‘ :- : 
os <r er a Ee ~ >, | 
j S 4 a, » ~ > ? a 
Sra = SSS cox ve es 7, 
i 
ee si ; 
; ms ) , é a 
es 2 lathe: EP See se, : Pe ae ee ais et i ae tos E ; : EEE 
‘ DS) ee rere eo ec a Sa a er rr ll (lk eee 


Advertising Age, January 21, 1952 


jJAN. 1-NV,30,195 1959, LOSS 
assmcation [mcm | 3e ; 
RETAR x 


GENER A. “5.1 


0 GAIN AND LOSS PERCENTAGES - 52 CITIES 6 
MONTH 
Nove 1951 = 1950 | LOSS i ze eam | 
L CLASSRICATION joel @ io Q 19 20 30 40 + | 
| RETAR 4.1 ee | 
| Generar 12.6 
AUTOMOTIVE late 8 ry 
reunca re irr | 
TAL DISPLAY 0.9 d | 
| CLassimieD 1.3 — | 
1 AL ADVERTISNC 4 = 
PARTMENT STORE 4.3 eR — 
ACCUMULAT _ —_ 
GAIN | 


NOVEMBER FIGURES—Total newspaper linage for November was up 1.4%, Medio 
Records reports, with gains accumulating in all categories except generc’ and 


automotive. Largest gain for the month 


was in classified advertising, showing an 


increase of 11.3%. The loss by general was the seventh straight for the year. 


Schieffelin Sets Up 
Liquor Ad Schedule 


New York, Jan. 15—Media to 
be used by the import liquor divi- 
sion of Schieffelin & Co., importer 
and distributor, during the first 
six months of 1952 include 119 
newspapers, 15 national maga- 
zines, 30 business papers and 11 
state medical journals. This repre- 
sents the largest and most exten- 
sive advertising in the company’s 
history, according to I. M. Bomba, 
v.p. The agency is Abbott Kim- 
ball Co. 

Products to be advertised in- 
clude Hennessy cognac, Teacher's 
Scotch whisky, Chartreuse liqueur, 
Moet & Chandon champagne, Don 
Q Puerto Rican rum and Dagger 
Jamaica rum. Space to be used 
will vary from fractional pages to 
full-color inserts. 

Special merchandising, sales 
promotion and publicity will be 
used for all Schieffelin brands, in- 
cluding, for the first time, Old 
House orange bitters. 


@iIn addition, the company is 
leasing a large outdoor spectacular 
display in Times Square, which 


will be used for seasonal displays | 


of Teacher’s, Hennessy and Don Q. 

Special emphasis also will be 
used in the Negro press and Puerto 
Rican daily newspapers. Present 


plans call for a larger media sche- 
dule for the last six months of the 
year, but no final decision has been 
made on this as yet, AA was told. 


_RCA Victor Names Close 


| Formerly with the merchandis- 

ing and sales promotion depart- 
ment of Sun Oil Co., E. Burt 
Close has been appointed to di- 
rect advertising for the new line 
of air conditioners being intro- 
duced by RCA Victor division of 
Radio Corp. of America, Camden, 
N. J, 


| Kenton Pharmacal to Morrow 

Kenton Pharmacal Co., Coving- 
ton, Ky., producer of Brownatone 
hair tint and Histeen hay fever 
relief, has appointed Tim Morrow 
Advertising, Chicago, to direct its 
advertising. Street & Finney, Chi- 
cago, previously handled the ac- 
count. 


Boatmaker to Bozell & Jacobs 

M. M. Davis & Son, Solomons, 
Md., producer of “Cruis-Along”’ 
cabin cruisers and other boats, has 
appointed Bozell & Jacobs, New 
York, to handle national advertis- 
ing. Peck Advertising, New York, 
is the previous agency. 


Mickley Joins Beaumont 

William G. Mickley, formerly 
promotion manager of Pierce- 
Phelps Co., Philadelphia, has 
joined the creative staff of Beau- 
mont, Heller & Sperling, Reading, 
Pa., agency. 


* 
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—top quality reproduction 


—day and night service! 
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COAST to COAST 


WHALEY 
TAXIPOSTER MARKETS 


AKRON, OHIO 
ALEXANDRIA, LA. 
ATLANTA, GA. 
BANGOR, ME. 

BATTLE CREEK, MICH. 
BELLINGHAM, WASH. 
BERKELEY, CAL. 
BILOX!, MISS. 
BOWLING GREEN, KY 
BRISTOL, TENN.-VA. 
BUFFALO, N.Y. 
BURLINGTON, N.C. 
CEDAR RAPIDS, IA. 
CHARLESTON, S.C 
CHARLESTON, W. VA. 
CHARLOTTE, N.C. 
CHARLOTTESVILLE, VA. 


CHATTANOOGA, TENN. 


CINCINNATI, O. 
CLAYTON, MO. 
CLEVELAND, O. 
COLUMBIA, MO. 
COLUMBIA, S.C. 
CORPUS CHRISTI, 
DALTON, GA. 
DANVILLE, VA. 
DENVER, COL. 
DES MOINES, IA 
EAST POINT, GA. 
€. ST. LOUIS, ILL 
ELGIN, ILL. 

EL PASO, TEXAS 
ENID, OKLA. 
ERIE, PA. 
EVANSVILLE, IND 
FRESNO, CAL. 
GALESBURG, ILL. 
GULFPORT, MISS 
GREENVILLE, TEX 
HOUSTON, TEX. 
HUNTINGTON, W VA. 
INDIANAPOLIS, IND 
JACKSON, MISS 
JEFFERSON CITY. MO. 
JEFFERSONVILLE, IND. 


~ 


Ex. 


JOHNSON CITY, TENN. 


KALAMAZOO, MICH. 
KANSAS CITY, MO 
KINGSPORT, TENN 
KNOXVILLE, TENN. 
LANSING, MICH. 
LEWISTON, ME. 
LEXINGTON, KY. 
LEXINGTON, N.C. 
LINCOLN, NEB. 
LONG BEACH, CAL. 


LOUISVILLE, KY. 
LOWELL, MASS. 
LYNCHBURG, VA. 
MADISON, WIS. 
MARTINSVILLE, VA. 
MASSILLON, O. 
MEMPHIS, TENN. 
MIAMI, FLA. 

MIAMI BEACH, FLA. 
MIDDLETOWN, OHIO 
MILWAUKEE, WISC 
MOBILE, ALA. 
MONTGOMERY, ALA. 
MOSS POINT, MISS. 
MOUNTAIN VIEW, CAL 
NASHVILLE, TENN. 
NEW ALBANY, IND. 
OAKLAND, CAL. 
OGDEN, UTAH 
OKLAHOMA CITY, OKLA. 
OMAHA, NEB. 
ORLANDO, FLA. 
PARKERSBURG, W.VA 
PASCAGOULA, MISS. 
PEORIA, ILL 
PORTLAND, ME 
PORTSMOUTH, O. 
PROVO, UTAH 
RACINE, WISC. 
RALEIGH, N.C 
REDWOOD CITY, CAL 
RICHMOND, VA. 
RIVERSIDE, CAL. 

ST. JOSEPH, MO. 

ST. LOUIS, MO 
SALINAS, CAL 

SALT LAKE CITY, UTAH 
SAN ANTONIO, TEX. 
SAN DIEGO, CAL. 
SAN FRANCISCO, CAL 
SAN JOSE, CAL. 
SANTA ANA, CAL. 
SEATTLE, WASH 
SPOKANE, WASH. 
TACOMA, WASH. 
TAMPA, FLA. 

TERRE HAUTE, IND. 
TOPEKA, KAN. 
TRENTON, N. J. 
TULSA, OKLA. 
WHEELING, W. VA. 
WILMINGTON, DEL. 
WILSON, N.C. 
WINSTON-SALEM, N.C. 
WOONSOCKET, 8. |. 
YOUNGSTOWN, OHIO 


Was Taxiposters ride 
the backs of the busiest taxi- 
cabs in the busiest streets in 
112 of the busiest cities. 


Dynamic eye-level ads travel- 
ing down the middle of Main 
Street . . . Side Street... 
Boulevard ... repeating your 
message at close range to 


the crowds. 


For rates and availabilities 
write Wm. E. Whaley Co., 136 
S. 4th Ave., Louisville 2, Ky. 
—or call L.D. 350 Louisville. 


TAXIPOST 


ADVERTISING 
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BBB Champions 
Door-to-Door 
Sales Method 


New York, Jan. 15—Door-to-| 
door salesmen have found a cham- 
pion in the National Better Busi- 
ness Bureau, which is anxious to! 
head off “the arbitrary abolition of 
direct selling through widespread 
idoption of the Green River ordi- 
nance.” | 

The BBB’s espousal of these! 

ilesmen and their $7 billion an- 
nual business and their 7,000 com- 
‘panies came in a new bulletin! 
called “The Right of Free Men to 
Engage in Legitimate Business.” 

This study of direct selling re- 
sulted from “a renewal of interest 
by some communities in passing | 
restrictive legislation” after the! 
Supreme Court last June held that | 
the Green River ordinance did not 
violate the federal constitution. 


@ Instead of restrictive legislation 
of this kind, the BBB proposes that 
every community have laws “to 
punish the minority of lirect sell-| 
ers and other business renegades 
who are guilty of fraud, misrepre- | 
sentation or deceit.’ 


™ Enforcement of such laws, it 


2: “would seem to be the prac-| 


al solution to the problem where | 
#® exists. It can be done without | 
denying to free men the right to! 
@izage in legitimate business ser-| 
ving the needs and convenience of | 
te community and contributing | 
t@ the economic strength of the! 
nation.” | 

In the BBB’s eyes, the door-to- 

x salesman is “a creative, edu-| 

ional force in our economy | 

ho] does not take a market 
ay from the local merchant so 
en as he creates a new market 
Where none existed before.” 
< 
Silt warned that the “arbitrary 
abolition of direct selling through 
Widespread adoption of the Green 
River ordinance would have a 
CHippling effect on industrial pro- 
diction that would be felt through- 
o@t the land. 

“Unemployment figures and re- 
li@f rolls would soar because 
American business could not fail 
t@ be grievously injured by the, 
mortal wounding of one of its in- 
tegral parts. This threat to employ- 
ment has evoked widespread con- 
demnation of the ordinance by 
lab r it der 

While conceding there are some 
ibuses in direct selling—‘“just as 
there is a minority of dishonest 
retailers and mail order firms” 
the BBB declared 

“Out of 111,144 complaints re-| 
ceived by the nation’s Better Busi- | 
ness Bureaus during the first six] 
months of 1951, only 1.5% involved | 
lirect selling generally...To de-| 
molish a $7 billion industry in the| 

ype of catching a few thieves om 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS! 


Don't Ignore It — SELL It! 


Cash in! Get your share of the huge $15 
billion Negro market! Reach them in 
their homes, sell them the way they like 
to be sold—through their own Race pub- | 
lications, the newspapers and magazines 
they feel closest to, respond best to! 
Negroes are loyal to their publications— | 
be sure your product is in them; be sure 
you get your share of the market! $15 
billion! Negroes spend this much eve 
year on every conceivable product! Don't 
overlook this market—it’s right under 
your nose! For full details write Inter- 
state United Newspapers, Inc., 545 ae 
ve, N. Y¥.. serving America’s leading 
advertisers for over a decade 


CONE EXAMPLE: for @ publication that 

* ells the cream of this 
rich market, you can't beat the New Courter— 
read by 1.500.000 Negroes tn 42 states each 
week. Color comics, magazine section, and news 
section help make {t America’s most complete 
weekly newspaper Trill the Negro—you'll sell 
the Negro! Act now! 


its fringe is like burning down a 
varn to roast a pig.” 


Garey Heads Two Papers 

W. W. Garey has been ap- 
pointed publisher of Electrical 
Construction & Maintenance and 
Electrical Wholesaling, McGraw- 
Hill publications. He has been gen- 
eral manager of the two papers for 
the past two years. Ralph Flynn, 
former publisher, will devote all 
of his time hereafter to Electrical 
World 


Benbow Mfg. to Knollin 


Benbow Mfg. Co., Burlingame, 
Cal., manufacturer of electrical 
safety equipment, has appointed 
Knollin Advertising, San Fran- 
cisco, its agency. Media plans will 
be announced at a later date. 


Breig Adds Rodale Press 

Breig Associates, Philadelphia, 
has been appointed to handle ad- 
vertising for Rodale Press, Em- 
maus and Allentown, Pa., pub- 
lisher. 
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Lee Ramsdell Adds Publisher Kane to GE Supply Corp. 


Doniger & Raughley Inc., Great Robert H. Kane, until recently 
Neck, N. Y., publisher, has ap- on the advertising staff of the 
pointed Lee Ramsdell & Co., Phil-; New York Times, has been ap- 
adelphia, to promote book clubs,| pointed advertising manager of 
Pulpit Digest, Pastoral Psychology| General Electric Supply Corp., 
and tax books. Bridgeport. 


j 
Loan Co. Names Agency | Eastman Joins Laughlin 

First Federal Savings and Loan! John M. Eastman, formerly with 
Co., Portland, Ore., has appointed Michel-Cather Inc., New York, has 
the Portland office of Botsford,| been appointed an account execu- 
Constantine & Gardner to direct tive in Laughlin-Wilson-Baxter & 
its advertising. Persons’ New York office. 
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oil, and 20% say they intend to 
add women's wear accessories. 
Other highlights in the survey: 
71% expect dollar sales to be 
higher in ’52 than in '51; 63% fore- 
see a further climb in the general 
price level, and 60% believe food 
store earnings will be lower. 


Capper Opens in Cleveland 
Capper Publications Inc., To- 
; peka, will open advertising offices 
+4 in Cleveland on Feb. 1. Felix Mor- 
* ris, advertising representative for 
7 the company, has been appointed 
manager of the new office. 


Scott Named Ad Manager 

Jack Scott, formerly advertising 
manager of the Examiner-Enter- 
prise, Bartlesville, Okla., has been 
appointed advertising manager of 
the News-Press, Stillwater, Okla 


Grocers to Add Many More Non-Food Lines; 
Both They and Druggists Expect More Sales 


New York, Jan. 15—Higher 
taxes, price controls and increased 
operating expenses are causing 
| leading store operators in the food 
field to cast about for profitable 
lines which will help maintain 
over-all net profits, Food, Topics 
says in its current issue. — 

The weekly reports the results 


of a year-end survey which indi- 
cates that new departments are 
likely to be added by many food 
stores in 1952. 

The publication reports that 50% 
of respondents say they intend to @ In its annual forecast issue, Drug | 
add more hardware, 56% will add Topics, sister publication of Food 
notions, 59% more toiletries, 27% Topics, tabulating returns of its| 
more home furnishings, 26% motor survey in the drug field, says 


IGGEST ISSUE 


| 


Begind the New Year/ 


than any other food store group 


1,955,000 copies printed! More 
grocery product advertising than 
ever before. BETTER LIVING 


sells where your brands are bought 


across the nation, 

More and more of your super 
market customers are buying 
BETTER LIVING .. 


and reading the advertising for the 


... over the checkout counters of . are seeing 
independent super markets. These 
are the profit-volume markets 


which move more national brands 


Beller Lit 


MAGAZINE 


grocery products they buy every 
day in these stores. 


Sponsored by Super Market Institute ¢ Backed by McCall Corporation 
230 Park Avenue, New York—MUrray Hill 6-4600 


ADVERTISERS 
MAKE FEBRUAR 


a ee ie, 


23 


“sales, stock, prices and expenses 
in 1952 will be up, but margins 
and profits will be down.” 

It reports that 75% of the retail 
drug trade leaders, whose views 
make up the forecast, expect 
higher sales; 9% look for lower 
figures, and 13% expect them to 
be at about the same dollar total 
as 1951. The other 3% expressed 
no opinion or did not answer the 
questionnaire. 


Columbia Boosts Cunningham 

John Cunningham, who joined 
Columbia Pictures, New York, in 
October, 1950, as special assistant 


| for advertising to the advertising- 


publicity director, has been named 
creative advertising manager of 
the company. Before joining Co- 
lumbia, he was asscciated with 
several advertising agencies in- 
cluding Huber, Hoge & Sons, Bu- 
chanan & Co., and Donahue & Coe. 


]. T. Chirurg Co. Moves 

The New York office of James 
Thomas Chirurg Co. has moved to 
122 E. 42nd St., New York 17. 


é \ 
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OF MORE PEOPLE 
WITH MORE MONE 
FO SPEND 

THAN EVER BEFORE 


7,3 


A 9-County Market 

with 
1950 Per Family Effective 
Buying Income of i 
$2,847.00° 


*Sales Management, 1951 
Survey of Buying Power 


The JOURNAL & SENTI- 
NEL are the only papers 
that cover this rich, grow- 
ing market in the South's 
No. | state. 

The JOURNAL & SENTI- 
NEL are the only papers 
in the SOUTH offering a 
Monthly Grocery Inventory 
—an ideal test market. 


The JOURNAL & SENTI 
NEL are the only papers 
completely blanketing an 
important 9-county seg 
ment of North Carolina 


WINSTON-SALEM TWIN CITY 
JOURNAL and SENTINEL 


“MORNING SUNDAY EVENING. 


Wational Representative KELLY. SMITH CO. 
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NEW COLOR CONTROL 
PROCESS DEVELOPED! 


Our new color control process can be used 
for making duplicate prints from colored art 
work, color prints or transparencies. 
We can produce color prints of unequalled 
brilliance from Pp. jes, ining de 
tail, cleanness and color purity never before 
possible. We can lighten dark areas and in- 
tensify detail therein and strengthen delicate 
detail that is ordinarily lost in highlight 
sreas, thereby bringing the whole subject with- 
in reproducible range, before plates are made. 
Write for further information and prices. 
CHARLES BURGESS 
Ellertson-Burgess 
518 Fifth Ave., S., Dept. 152, Minneapolis, Minn 


Sets Editors Institute 

The Industrial Editors Assn. of 
Chicago with the Medill School of 
Journalism, Northwestern Univer- 
sity, have set Feb. 6, 7 and 8 as the 
dates for the Midwest Editors In- 
stitute to be held on the univer- 
sity’s Chicago campus. Theme of 
the conference: “Communications 
for Better Human Relations.” 


Kling Studios Boosts Callan 

Joseph M. Callan, sales repre- 
sentative, has been elected a v.p. 
of Kling Studios, Chicago adver- 
tising art studio. 


ABC Appoints Jennings 
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This Week in Washington... 


Warren Jennings, who has been 
with the radio spot sales division | 
of American Broadcasting Co.,' 
New York, since December, 1950, | 
has been appointed national spot 
sales manager for ABC’s owned-| 
and-operated AM stations. 


By STANLEY E. CoHEN 


| Washington Editor 
WASHINGTON, Jan. 17—At least 
| half a dozen members of the House 
with} post office committee and a group 
ductions, Chicane %., ~% — of the most lordly members of the 
> Se lene P-| Senate post office committee are 
pointed an account executive of| > |,. . 
Blair-TV, Chicago, television sta-| falling all over themselves in the 
tion representative. | rush to sponsor legislation repeal- 


Don Ward to Blair-TV 


Don Ward, formerly 
American National 


Consistently honest, sound, complete reporting 
of the news is a CHRONICLE tradition 
and a sales-winner for CHRONICLE advertisers 


Even more important than what advertisers think of a pub- 
lication is what readers think of it. Certainly the key to the 
resultfulness of any printed medium is the kind of acceptance 
it gets deep in the hearts and minds of its readers. 


Ever since it first started publication in 1901, The Houston 
Chronicle has adhered to rigid standards of editorial excellence 
— believing that a good newspaper is first of all, a good, 


The CHRONICLE 


is Houston’s 


One Big 


Family N ewspaper 


honest, sincere reporter of all the news. 


It is obvious that this steadfast policy pays off to readers 
and advertisers alike. And The Chronicle's dominant leader- 
ship in both circulation and advertising for 39 consecutive 
years gives irrefutable evidence of an editorial policy that is 


both sound and successful. 


e Houston Chronicle 


R. W. McCARTHY 
Advertising Director 


For additional facts about the No. I 
paper in the South's No. 1 market, contact 
your nearest Branham Company Office. 


M. J. GIBBONS 
National Advertising Manager 


| ing the new 10% surtax on postal 
| cards purchased in quantity lots. 
| As fate would have it, congress- 
| men were at home when the pub- 
| lic learned of this joker in last 
year’s postal rate increase bill. 
Like naughty boys caught with 
their hands in the jar of jam, the 
legislators determined to lose no 
time putting things to rights. 

The surtax was sandwiched into 
the rate bill on the theory that big 
mail users should contribute to- 
ward the cost of printing the cards. 
The real intent, of course, was to 
help job printers sell privately 
printed cards to the big mailers. 

In plain words, the surtax might 
have been titled “the Job Printer’s 
Relief Act of 1951.” 

And Congress blissfully assumed 
this absurd inversion of the 

| “cheaper-by-the-dozen” adage 
|} could be made to work. 


New legislation cutting down 
the size of parcels which can go 
through the postal system threat- 
ens to become a costly item to 
small retailers. Pushed through by 
Railway Express and Railway Ex- 
press unions, this legislation was 
supposed to divert larger parcels 
from the post office to the Rail- 
way Express system. Sponsors 
pointed out that parcel post stole 
thousands of commercial shippers 
from Railway Express as express 
rates kept pace with the postwar 
price spiral. 

Instead of returning to Railway 
Express, however, men’s 
manufacturers are breaking big 
shipments into smaller parcel post 
packages. Postal charges to retail- 
|ers are higher. In addition, manu- 
| facturers are threatening to add a 
| service charge of 50¢ per parcel 
|to cover packaging costs. 


The Drys’ magazine, “The 
Voice,” scored a scoop last week 
by reporting that Sen. Edwin C. 
|Johnson (D., Colo.) and Sen. 
| Francis Case (R., N. D.) had in- 
|troduced legislation 
broadcasting or telecasting of beer, 
wine or liquor advertising. “Voice” 
also reported that Sen. Johnson’s 
interstate commerce committee 
|plans hearings on the Dry bill 
| Jan. 30, 31 and Feb. 1. 

At this writing, Johnson and 
Case still haven’t introduced the 
| bill, but associates confirm it will 
be offered in time for hearings la- 
ter this month. 

Bishop Wilbur Hammaker, who 
directed Dry testimony at liquor 


centrate on 


tion. 

He told Drys that Sen. Johnson 
suggested the limited attack. “By 
concentrating our attack,” he said, 
|“we may score a break-through 


| that will endanger the entire en- 
|emy position.” 


Both Illinois senators manage 
|to keep their names in the politi- 
cal news. Paul Douglas stands as 
| something of an anti-Truman can- 


| Dirksen is mentioned as a presi- 

| dential dark horse and a real vice- 
presidential possibility on a Taft 

| ticket. 

| One of the best orators among 


THE BRANHAM COMPANY 
National Representatives 


' 


wear | 


banning | 


advertising hearings in 1947, 1948! 
and 1950, said his forces will con- | 
radio and TV this) 
year, but eventually hope to step! 
all beer, wine and liquor promo-| 


| didate for the Democrats. Everett | 


Senate May Cut Postal Card Surtax 


the congressional Republicans, 
Dirksen rates as a powerful cam- 
paigner and effective money rais- 
|er for the GOP. 

€ e e 

Uncle Sam is apparently serious 
about clearing the way for a half- 
million ton increase in U. S. news- 
print capacity. To prove his good 
intentions, he added newsprint to 
14 other industries eligible for spe- 
cial consideration in the rapid tax 
amortization program. 

Quick tax amortization, togeth- 
er with high newsprint prices cur- 
rently demanded by Canadians, 
make construction of new domestic 
mills attractive for the first time 
in nearly half a century. 

Present plans would increase 
U. S. newsprint capacity by 45%, 
enabling U. S. mills to provide 
about 1,500,000 of the 6,000,000 
tons used here annually. 

e . * 

Without benefit of brass bands, 
National Production Authority has 
quietly reversed itself on “less es- 
sential” consumer goods items; de- 
cided to give them identical treat- 
ment with appliances and other 
“essentials.” 

During the first quarter, NPA 
split consumer goods into two clas- 
ses: essentials which got supplies 
for operation at about 50% of 1950 
rates; “less essentials,”” which got 
as little as 20% of the copper and 
aluminum they used in 1950. 

First-quarter action proved so 
rough on “less essentials” that 
NPA decided to put all consumer 
industries at about 40% of 1950 
during the second quarter of 1952, 
regardless of product. Sole excep- 
tion is automobiles. Manufacturers, 
labor, and Sen. Blair Moody (D., 
Mich.) raised such a fuss that cop- 
per supplies for cars were pegged 
at 800,000 units instead of 640,000 
originally planned. Moreover, the 
industry was given permission to 
make 930,000 cars, if it can make 
its materials “stretch.” 


Asks Hearing on TV Dismissal 

Philip Loeb, who created the role 
of “Papa Goldberg” in the drama, 
“The Goldbergs,”’ has asked Tele- 
| vision Authority for a hearing on 
his dismissal from the cast — a 
| fact which he charges resulted 
{from his listing in “Red Chan- 
| nels.” TVA has indicated its in- 
| tention of helping all members 
|who are blacklisted get a “fair 
hearing.” Vitamin Corp. of Ameri- 
ca, sponsor of a segment of the 
televised version, said it had noth- 
ing to do with the casting of the 
show, which was bought as a 
package from the National Broad- 
casting Co. network. NBC has had 
the show under option for several 
months and, as is the case in all 
packages acquired by the network, 
has control over the casting. 


NBC Appoints Heilweil 

Murray Heilweil, formerly as- 
sistant to the merchandising di- 
rector of the trade extension divi- 
sion of The American Weekly, has 
| been named an assistant manager 
of the merchandising department 
| of National Broadcasting Co., New 
York. He will work under another 
ex-Hearst executive, Fred N. 
Dodge, who some time ago left The 
| American Weekly to head NBC’s 
merchandising operation. 


Dr. McNair Gets Retail Award 

Dr. Malcolm P. McNair, Lin- 
coln Filene professor of retailing 
|at the Harvard graduate school of 
| business administration, received 
|} the Gold Medal Award for Dis- 
| tinguished Service to Retailing at 
the closing session of the National 
| Retail Dry Goods Assn. 


| Featherston to Bingham 
William W. Featherston, for- 
merly assistant advertising man- 
ager of Timken-Detroit Axle Co., 
Detroit, has been appointed ac- 
count executive of the automotive 
|division of Bingham Technical 
| Advertising, Detroit. 
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Leading Southern Wholesalers Say: 


“The Progressive Farmer 
is our dealers’ choice 
for your advertising!” 


a 


2 “Recently we surveyed our dealers on the question: ‘What farm magazine has 
i Ro ok the greatest influence as an advertising medium among farm families in your trade 
> territory?’ More than 60‘; of the dealers replying named The Progressive Farmer. 
The remainder divided their vote among three other publications. In the rural South, 
you get far more from your advertising dollar in The Progressive Farmer than in 
any other farm publication.” 


3 


H. H. BLEVINS, Sales Manager 
The Yancey Company, Inc., Atlanta, Georgia 


“Our business is solidly supported by the stable and constantly growing farm 

market. More than half of our total volume is in rural sales. In a recent survey of 
» our dealers, more preferences were expressed for The Progressive Farmer than for all 
other farm magazines combined!” 


L. J. MULHALL, President 
McWhorter, Weaver & Co., Nashville, Tennessee 


WMA NARaitaas: 


~The SOUTH Subscribes to ff era. 


Your Southern wholesalers and retailers 
are keenly aware of the powerful sales influence of 
advertising in The Progressive Farmer on the sales 
of any product in the rural South. 


They know that no other magazine is so widely 
read, so overwhelmingly preferred by their pros- 
perous rural customers. That’s why The Progres- 
sive Farmer is always far out in front of all other 
publications as their choice for your advertising. 


In step with the great progress of its market, The 
Progressive Farmer exceeds all U.S. farm maga- 
zines in gains in advertising linage, 1950 over 1949 
and 1951 over 1950...and in total post-war gains. 


The Progressive Farmer dominates the rural 
South as no other magazine dominates a con- 
sumer market of comparable size. Your national 
advertising program is not complete without 
The Progressive Farmer audience of 
1,190,000 loyal subscriber-families. a 


mel: 


Advertising Offices: of UTHERN 
RM FAMILIES | 


BIRMINGHAM RALEIGH - MEMPHIS 
DALLAS » NEW YORK « CHICAGO ‘sii ns 


Pacific Coast: Edw. S$. Townsend Co., San Francisco, Los Angeles 
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P-0-P Producers Must Help Buyers 
Cut Waste, Sales Managers Told 


Boston, Jan. 16—Waste of point 
of purchase displays is as much 
the fault of the producer as of the 
buyer, Julius R. Teich, president 
of Superior Displays, last week 
told the New England Sales Man- 
agement Conference. 

The display salesman “influ- 
ences the larger purchase by point- 
ing up the fact that the unit cost 
per display is less in larger quan- 
tities,” he contended. Less anxiety 


about the size of the initial pur-| 


chase order and more concern 
about the proper installation of 
displays will lead to repeat orders 
and not prejudice advertisers 
against point of purchase advertis- 
ing, he said. 

“Tle most successful users of 
point of purchase advertising pro- 
vide a budget to install 
sionally—every display which 
purchased,” he continued. 


® Citing the case of an advertiser 


who uses the mails to distribute | 


a large quantity of displays—more 
than half of which are discarded— 
Mr. Teich asserted that “the lithog- 


rapher in question should try to} 
rotect his account before it's too} 


te by recommending that [the 
@dvertiser] buy half as many dis- 
Plays each campaign and use the 
Money thus saved for professional 
installation.” 
' Point of sale is “the very best 
@ombination of advertising and 
Selling tool at [the advertiser’s] 
@isposal,” he asserted, but only if it 
is exhibited. Even the dealer who 
Fequests the material cannot be re- 
lied upon to use it, he said, or if 
he does, to use it effectively. 
* He recommended that the point 
@f sale advertiser either employ a 
frew of decorators or engage repu- 
fable display installation services, 


Which are found in all principal | 


ities. 


“The most successful advertisers 

t the point of purchase,” he point- 
®@d out, “are those who accord as 

reat a degree of respect to this 
edium as they do to every other 
ctivity.” In many cases an entire 
epartment devotes itself to retail 
isplays, he declared. 

Another essential to successful 
point of sale, he said, is frequent 
changes of the background and) 
arrangement of displays. Slight 
changes can give a display an im- 
pact as fresh as it had originally, 
he explained. 

Point of purchase advertising “is 
a necessary vehicle for the move- 
ment of goods whether we are in 
a buyer’s or seller’s market,” he 
told the group. Conceding that it 


was more important when the 
buyer has the upper hand, he 
warned that “you just can't do 


without it if you are going to keep 
the channels of distribution open.” 


® Careless promotion-of top sales- 
men to managerial spots was criti- 
cized by Burton Bigelow, president 
of Burton Bigelow Organization 
“Such a policy frequently loses the 
district its best salesman, and gets 
the company its poorest district 
manager,” he contended. 

As an alternative, he suggested 
a thorough test of a company’s 
sales force for managerial poten- 
tial, followed by a management 
training program for the best qual- 
ified as well as for current man- 
agers. The result, he felt, “would 
be a greatly improved team of cur- 
rent managers and...a pool of at 
least partly trained men for to- 
morrow’s management openings.” 

Mr. Bigelow suggested a drastic 
solution for meeting demands from 
salesmen for greater compensation 
Pointing out that management Is 
reluctant to inerease the cost of 


selling and that legal restrictions 


| tion 


profes- | 
js| Cause it 


are imposed by the Wage Stabili- 
zation Board, he said: “Don’t 
tinker with the externals of your 
compensation plan. Revise it, from 
the ground up,” as follows: 
@1. Determine sales 
county by county 

2. Reallocate sales territories to 
provide equal potential to each 
man. 

3. Verify the accuracy of the 
allocation by determining and 
comparing the work and travel 


potential, 


| 
| 
! 


load imposed on individual sales-| 


men. 

By presenting the Wage Stabi- 
lization Board with an equaliza- 
program based on such a 
study, he contended, “a favorable 
reception to your sales compen- 
sation request is more likely” be- 
“offers the minimum 


| 


threat to added inflation” and 
“gives a sound reason, fully docu- 
mented, for approving [the plan]. 

“Such a revision is likely to im-| 
prove morale, reduce suspicions of | 
favoritism, encourage systematic 
effort on the part of salesmen, cut 
down lost motion and, in the end, | 
add very little to the percentage | 
cost of producing sales,” he added. 


® Otto G. Schwenk, v.p. in charge 
of production for Yale & Towne) 
Mfg. Co., contended that mass pro- 


maintained, without which effi- 
ciency is reduced, costs go up and 
profits down. 

“The sales force is the mouth- 
piece of the market in production 
halls” when new product develop- 
ment is the issue, he said, and be- 
cause of this awareness of the 
market, the sales department is 
invaluable today in deciding what 
lines shall be discontinued or de- 
emphasized in the face of materials 
shortages. 


duction is a technique to increase ]WT Gets Bus Account 


sales, and that quality control usu- 
ally is adopted for the purpose of | 
giving salesmen a competitive ad-| 
vantage. It is up to the sales de-| 
partment to apprise management 
of market conditions, in order to 
take the guesswork out of making} 
production decisions, he declared. | 

Accurate forecasts can diminish | 
over- and under-production, he! 
continued, and if sales managers | 
would stimulate salesmen to pro-| 
duce business in balanced quotas, | 


} 


Carolina, Virginia and Safeway 
Trailways, whose combined bus 
routes extend between North 
Carolina and New England, has 
appointed J. Walter Thompson Co., 
New York, to direct advertising 
and sales promotion. 


To Fuller & Smith & Ross 

Byron H. McKinney, formerly 
producer of Stokely-Van Camp’s 
“Little Show” (NBC-TV), has 
joined the New York office of 
Fuller & Smith & Ross as super- 


an inventory equilibrium could be} visor of commercial TV production. 


and by their own locally-Edited Gravure Magazine | 


if 
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Ed Frutig Leaves Football 
to Join R&R’s Detroit Statf 

Ed Frutig, formerly assistant 
football coach at Washington State 
College, Pullman, Wash., has been 
appointed an ac- 
count executive 
in the Detroit of- 
fice of Ruthrauff 
& Ryan. 

Mr. Frutig, who 


played for the 
University of 
Michigan for 
three years un- 


der Fritz Crisler 
and was selected 
on several All- 
American teams, 
; had the job of 
instructing the ends while he was 
on the Washington State coaching 
staff. 


Ed Frutig 


Coe Joins DuMont Network 


Robert L. Coe, formerly man- 
agement consultant and before 
that general manager of WPIX, 
New York, has been named mana- 
ger of the station relations de- 
partment of the DuMont Televi- 
sion Network, New York. 


SALT INDUSTRIES 


SUGAR BEETS 


Specify a speedway in Utah and it brings to mind the Bonneville Salt Flats. 
Mention minerals and its a tossup between the Utah copper mines and the 
Gold Spike driven by the railroads at Promentory. Discuss architecture and 
folks talk about the Salt Lake Tabernacle. Touch on touring and the topic is 


Zion National Park. 


Provincial? Sure! Folks from the Beehive State, as well as those from the 
“Bluegrass” or “Bean” country, are just naturally interested most in persons, 
places and events that are closest to them . . . and readers find what interests 
them most in each of the thirteen Locally-Edited Gravure Magazines. Re- 
sults: our leadership in readership ... and your greatest advertising value.* 


ake us prove it: Contact any of the following representatives: Branham Co.; Cresmer and Woodward; Jann & 
Kelley; John Budd Co.; Kelly-Smith Co.; Moloney, Regan & Schmitt; O'Mara & Ormsbee; Scolaro, Meeker & Scott. 
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General Foods, Pillsbury 
Tie In with Pie Promotion 

A coconut cream pie promotion 
has been set by General Foods 
(Jell-O coconut cream pudding 
and pie filling) and Pillsbury Mills 
(pie crust mix) for February- 
March. 

GF will use the “Bert Parks 
Show” and “Young Mr. Bobbin,” 
telecast over NBC. Pillsbury will 
use Cedric Adams and “Arthur 
Godfrey and His Friends” shows 
on CBS radio and TV. Color 
spreads for the two products will 
appear in the Feb. 24 Life and the 
March 9 This Week Magazine. 
Young & Rubicam will handle for 
GF and Leo Burnett Co., Chicago, 
for Pillsbury. 


Two Name Weiss & Geller 


Weiss & Geller, New York, has} 


been appointed advertising agency 
by Sweetop creamed frosting, a 


product of North American Sweets | 


| Biddle Names Anderson 


Corp., and Synerjol, made by 
Newton Industries. H. B. Le 
Quatte Inc., New York, is the pre- 
vious Sweetop agency. Synerjol 
had no previous agency. 
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REDDY POPPED CORN CO. 


til sesned POPCORN Ant 2 at 


FOR THEATRES, SCHOOLS AND CLUBS 
datomali. POPCORN VENDORS and WARMERS drach 


> PERCE 


AGE BASS 


TR9845 mc MULITI9 


BAG FULL OF CORN—Originally designed for the Rose Festival parade, this enor- 

mous bag of popcorn, produced by Shellmar Products Corp., Mount Vernon, O., 

created so much comment that the Reddy Popped Corn Co., Portland, Ore., is con- 

tinuing to use the giant bag while delivering to theaters, schools, carnivals and 
other special functions. 


Senne Controls Agency 

Henry Senne has taken over 
controlling interest of Roberts & 
MacAvinche Advertising, Chica- 
go, and the name of the agency 
has been changed to Roberts, Mac- 
Avinche & Senne. Besides retaining 
all old accounts, the agency has 
added Mountain View Nursery, 
Smithville, Tenn. (radio and news- 
papers will be used), William 
Kratt Co., Union, N. J. (trade pub- 
lications are scheduled), and Cur- 
tis Pharmacal Co., Chicago (radio 
is planned). 


Reports Sales, Profits Up 


Reliance Electric & Engineering 
Co., Cleveland, reports net sales 
of $33,258,783 for the fiscal year 
ended Oct. 31 as compared with 
sales of $18,382,223 for the same 
period in 1950. Net profit in 1951 
was $1,727,215 as compared with 
$1,715,473 the previous year. 


Co., 


Chicago, 


drills and portable power tools, 
Erling H. Anderson, formerly | has been appointed an account ex- | been appointed agency for national | 
advertising manager of Mall Tool| ecutive of Biddle Advertising, Chi- advertising of Affiliated Sonna- 
manufacturer of| cago and Bloomington, Ill, agency.| bend Hotels, Boston. 


Agency Gets Hotel Chain 


Ingalls-Miniter, Boston, has 


SEGO LLY 


» 


BRYCE CANYON 


This August cover illustrates the ‘June in 
January’ possibilities of the Utah climate. 
Color photograph was made in nearby Sun 
Valley where summer ice skating is prac- 
tical and, as you can see, very “attractive. 


Thirteen weekly newspaper magazines featuring The Local 
Touch for highest reader interest, greater advertising value. 


TOTAL CIRCULATION: OVER 3 MILLION COPIES WEEKLY 
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Don't be... Pontiac 
helps hundreds of 
busy executives and 
production men 
take that important 
first step every year! _—. 
We handle the art 
work, photography, 
typography, color 
process, photo- 
engraving and 
electrotyping every 
day and have for the 
past 40 years. 
Something no one 
else can say! Let us 
tell you more about 
this unique service 

to the advertising 
profession. Call or 
write for further 

| information. | 


R PROCESS 
ENGRAVINGS 


ART WORK 
| PHOTOG RA pyy 


Colo 


TYPOGRAPHY 
FLECTROTY Ping 


|: 


Engraving and 
Co 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicago 7, Illinois 
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DAV-N-BED— International Furniture Co. 
will feature a convertible sofa for the first 
time in national advertising. 


Modern Lines 
Take Over at 
Furniture Show 


Curcaco, Jan 
at the 
market 


18—-The big news 
winter home furnishings 
in Chicago has been the 


arrival of modern 


After years of pounding at the 
ew of tradition, contemporary- 
vied furniture has sent these 
barriers crunibling. It is apparent, 
fom the new lines exhibited in 
the past fortnight, that people fur- 
Mishing homes today are selecting 
Modern by a large majority. Mod- 
@fn design teads by 2 to 1 among 
the 397 new bedroom styles and 
> new dining room patterns 
own at the American Furniture 
art. And in upholstered furni- 
re, modern has an even bigger 
ge: 85% of the seating pieces 
igtroduced at the Mart are modern. 
Companies which previously 
x%ked with disdain upon modern 
» finally bowing to the inevita- 
» Craddock Furniture Corp., 
ansville, Ind., for instance, came 
t with a modern dining room 
S¥ite this year for the first time 
iff its long history as manufacturer 
18th century furniture | 


- 
@The acceptance of modern is 

ng felt both in the manufacture 
afd merchandising of furniture. 
Advertising managers already are 
taking into account the trend to-| 
ward modern and are featuring | 
contemporary pieces in national 
promotions 

Young & Rubicam reports that 
for the past vear and a half the 
Simmons Co, has had tremendous 
success with its Hide-A-Bed, this 
being one of the stock items in a 
contemporary setting 

For the first time in its history 
International Furniture Co. will 
promote a convertible sofa in na- 
tional advertising this spring. In- 
ternational also announced an ex- 
panded program for consumer 
publications, adding Ladies’ Home 
Journal and McCall's. In addition, 
International has doubled the ad 
budget for its S. Karpen division 
and will use Life for the first time 
in five years. Weiss & Geller is the 
agency 


® Heywood-Wakefield will feature 
modern in about half of the 42 ads 
scheduled this spring for national 
publications. Kroehler Mfg. Co., 
Lane Co. and others are planning 
increased emphasis on modern 
styles. Kroehler, which began 
sponsorship of a TV newscast in 
Chicago last October, will back a 
similar program in New York 
The increased popularity of 
modern has resulted in greater 
prominence for the designer. Many 
furniture people predict that in the 
future the furniture designer may 
become as well known as the de- 


signer of women’s apparel. Some 
companies, such as International 
and Drexel Furniture Co., already 
are featuring designers’ names in 
their advertisements. Designers 
like Charles Eames of the Herman 
Miller Co. do all the art layout for 
advertisements of their creations. 


Sen. Mike Monroney of Okla- 
homa, veteran furniture dealer 
from Oklahoma City, noted how 


the modern fashions have changed 
the attitude of buyers. He pointed 
out that today the furniture re- 
tailer considers style of primary 


importance while previously he 
was only interested in the weight 
of a chair or bed 


Montrose Appoints Clifford 


Edward J. Clifford has been ap- 
pointed general sales nanager of 
South Moentrose Mfg. Co., Scran- 
ton, Pa.. 


From ‘Quick’ to ‘Look’ 

William Rosen, who has been 
with Quick for the past year, has 
become a member of the Look ad- 
vertising sales staff. 


Needham Promotes Berrien 


Curtis Berrien has been pro- 
moted to head of the copy depart- 
ment of Needham, Louis & Brorby, 
Chicago. He succeeds Cyril J. Mul- 
len, who has joined Tatham- 
Laird’s copy staff in Chicago. Mr. 
Berrien worked with Tatham- 
Laird—as well as with McCann- 


. Erickson and Biow Co.—before 


joining NL&B last summer. 


‘Coronet’ Appoints Harvey 
Martin R. Harvey, formerly ad- 

vertising manager of Compact, has 

joined the sales staff of Coronet. 
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Walbridge Joins Agency 

George Walbridge, formerly 
publisher of Carnival, has joined 
the staff of Hewitt, Ogilvy, Ben- 
son & Mather, New York. Carnival, 
a quarterly for department store 
charge account customers, folded 
last October after two issues. 


Adams Joins ‘Country Gent 

George A. Adams, formerly of 
the Chicago office of the Weekly 
Kansas City Star, farm publication, 
has been appointed to the Chi- 
cago advertising offices of Country 
Gentleman. 
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Mutual of Omaha Starts Outdoor Drive 


(Continued from Page 3) 

the agency take it from there, pre- 
paring a recommended plan of| 
posting, locations, imprints, photo- | 
graphs and all other details. 

When the Potts agency first pre- 
sented the idea to Mutual, it was | 
felt that the posters would hold| 
the greatest appeal for agents in| 
smaller communities. 

“Many communities,” a repre- | 
sentative said, “are served by east- 
and-west and north-and-south! 


highways. The farm people use 
these roads coming into town to 
shop and the town residents use 
them to drive to adjoining cities 
on business or recreation. We felt 
that selected locations that would 
command attention from both the 
incoming and _ outgoing traffic 
would be a good buy for the agents 
in these communities.” 

It is pointed out that, while the 
response has been very good from 
the representatives in these towns, 


it also has caught on with agents 
in larger cities. 

Included in the list of cities 
where posting contracts have been 
signed are Washington; Cleveland; 
Baltimore; Springfield, Ill.; Jack- 
son, Miss.; Winston-Salem and 
Raleigh, N. C., and Lubbock, Tex. 


NATA Names MacGlennon 

George MacGlennon, formerly 
with Mutual Transportation Ad- 
vertising, has joined the National 
Assn. of Transportation Advertis- 
ing, New York, as director of pro- 
motion, 


Philco Elects Shea V. P. 

Martin F. Shea, who joined 
Philco Corp., Philadelphia, in 1930, 
has been elected v.p. of the com- 
pany’s auto-radio division. He al- 
so will head Philco’s Detroit op- 
eration. 


Ad Execs, Managers Meet 

The annual joint meeting of the 
New England Advertising Execu- 
tives Assn. and the Advertising 
Managers Bureau of New York 
State Dailies will be held in 
Bridgeport, Conn., Feb. 24-26 at, 
the Stratfield Hotel. 


Prosperous Year 
Ahead, Business 
Leaders Predict 


(Continued from Page 3) 
eral government, continued high 
capital expenditures for plant and 
equipment, and wage increases. 

Dr. Wolman warned, however, 


that business activity rests on un- 


iS TO CONDITION 


THE PROSPECT 


YOUR ADVERTISING in the business mag- 
azine your prospect reads works ahead of 
... between ... and after your salesman calls. 


It is your assistant “‘salesman.” It can 
talk to thousands of your prospects, arouse 
interest in, and create a preference for, 
your product or service . . . at pennies per 
call. We call this “Mechanized Selling” 
because it applies the high speed, low cost 
tools of business paper advertising to the 
preliminary steps — the CONDITIONING 
steps of selling —and permits your salesman 
to make the maximum and most effective 


use of his valuable time to S-E-L-L. 


Oversold? Consistent advertising in prop- 
erly selected business magazines will build 
recognition and maintain buyer acceptance 
for your product. Remember—tomorrow’s 
markets must be cultivated today and 
every day until tomorrow. 


Ask your McGraw-Hill man for a copy 
of our 20-page booklet, ‘‘Mechanizing Your 
Sales With Business Paper Advertising.” 
Also about our sound-slide film . . . “Mech- 
anized Selling — Blueprint for Profits” which 
is available for showing at sales meetings. 


HOW ‘‘MECHANIZED SELLING’’ DEVELOPED NEW MARKETS AND INCREASED SALES 


ADVERTISING 
HELPS DEVELOP 
NEW MARKETS 


SALES VOLUME 


JANUARY, 1950 APRIL, 1951 


A glass fiber insulation producer wanted to open up new markets. 
To “condition” his prospects, he used business paper advertising 
... direct mail... catalogs . .. and a slide film. Results: volume 
increased 253°. . . . advertising cost per dollar of sale $0.0157. 


McGRAW-HILL PUBLISHING COMPANY, INC. 
@ 330 WEST 42nd STREET, NEW YORK 36,N. Y. & 


HEADQUARTERS FoR Business 


1951 SALES 
WILL MORE THAN 
DOUBLE 1949 


1949— 80 accounts 


os _ beneath tana 


** Mechanized Selling’’— consistent advertising schedules in bust- 
ness magazines, plus direct mail and publicity, helped this 
manufacturer of electric wiring harnesses and assemblies develop 
new customers . . . double his dollar sales volume. 
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BUSINESS 


| certain foundations. 

“Everyone knows,” he declared, 
“that we have been living for more 
than a decade in an economy sup- 
| ported by one large-scale war and 
| preparation for another. A large 

part of this generation of our pop- 
ulation has come to believe that 
only stupendous governmental 
budgets, in war and in peace, can 
keep things going.” 

| He said they are unprepared for 
the adjustment which must be 
|}made when public spending be- 
| Zins to taper off, and fail to see 
}the evils that follow increasing 
regulations and control of indi- 
viduals and business 

Manly Fleischmann, National 
Production Authority administra- 
tor, said the nation is almost half 
way in the mobilization effort, and 
that by the end of 1953 the U. S. 
should reach a period of com- 
parative security. 

He said the demand for striic- 
tural steel is double the supply, 
and that the same holds more or 
less true for aluminum, brass mill 
products and copper. 


Hearst Corp. Boosts Mayer — 
to Publisher of ‘Examiner’ 
Hearst Corp., New York, ptlb- 
lisher of the Hearst newspapé@fs, 
has promoted Charles Mayér, 
business man@g- 
er, to publisher 
of the San Fran- 
cisco Examiner. 
He succeeds the 
late Clarence R. 
Lindner. 


7 

Mr. Mayer is 
been with the 
newspaper for 22 
years, joining the 
organization @f- 
ter graduatifig 
Charles Mayer from the sch@ol 
of journalism of 

| the University of California, Ber- 
| keley. He was appointed acting 
| business manager in 1928 and gn 
| 1930 was advanced to busingss 


| manager. 


69th IN BUYING POWER 


among Sales Management's 
162 Metropolitan County Areas 
~ 


If you're planning a newspaper 
compaign to cover the first 100 
markets according to Buying 
Power, then over 234,000 Quad 
Citians are equipped in the 
pocket book to respond. Fac- 
tories on the Illinois side of the 
Quad-Cities sign 65% of the 
poyroll. And you cover Rock 
Island, Moline and East Moline 
(3 of the 4) 


when you use 


SZ moune Dispatch 


The ROCK ISLAND 7Fegus 
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STRIKE WHILE THE PACKAGING-BUYING IRON IS 
HOTTEST . . . OUR MARCH AND APRIL ISSUES 
CARRY WHOLE ATLANTIC CITY PACKAGING 
SHOW STORY TO 15,000[<4q,) 


_ Peterson Named Copy Chief 
|copy chief for Bucyrus-Erie Co., 


| of cranes, shovels and bulldozers, 


Better Copy Deadline Set 


The Public Utilities Advertising 
Assn. has set the deadline for en- 
tries in its 29th annual Better 
Copy contest for Feb. 1. The com- 
petition is open to all business 
managed electric, gas and trans- 
portation companies and their ad-| 
vertising staffs. Rules and infor- 
mation may be obtained from 
Charles D. Lyon, contest chair- 
man, Potomac Edison Co., Hagers- 
town, Md. 


| 
| 
Glidden to Grant Agency 

Glidden Co., Toronto, manufac- | 
turer of paints and varnishes, has 
appointed the Toronto office of 
Grant Advertising of Canada to} 
handle its account. Cockfield, 
Brown & Co., Toronto, previously 
handled the account. 


Charles A. Peterson, formerly 
S. Milwaukee, Wis., manufacturer 
has been appointed copy chief of 


Baker, Johnson & Dickinson, Mil- 
waukee agency. 


| 


| 
} 


| 


| 
| 


| 
| 
| 


It’s Easy With The 
RIGHT COMBINATION! 


” 


No matter what your sales objective may 
be, a good combination adds that extra 
persuasion that means results! In the 
two billion dollar Memphis Market, The 
Commercial Appeal and Memphis Press- 
Scimitar are the RIGHT COMBINATION 
for the kind of sales you're looking for 
in the South’s Greatest Market Area. You 


“ABC Publishers Statement, September 30, 1951 


get more coverage, at an optional daily 
combination rate saving, when you use 
BOTH Memphis Newspapers to direct 
your sales message to the 329,859* 
families in Memphis and the 76 county 
Memphis Market who read Memphis 
Press-Scimitar and The Commercial A 
al daily. Let the RIGHT COMBINA- 
ON work for you in °52. 


| 
| 


| 
| 


MEMPHIS PRESS-SCIMITAR 
THE COMMERCIAL APPEAL | 


Scripps-Howard Newspapers 
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Coming 
Conventions 


“Indicates first listing in this column 

Jan. 21-22, Outdoor Advertising Assn 
of Pennsylvania, annual meeting, Hotel 
Casey, Scranton, Pa 

Jan. 21-23. Newspaper Advertising Ex- 


| ecutives Assn., Edgewater Beach Hotel, 


Chicago 

Jan. 23-24. Associated Business Pub- 
lications, National Confegence of Busi- 
ness Paper Editors, Hotel Statler, Wash- 
ington, D. C. 

Jan. 24-26. Advertising Assn. of the 
West, midwinter conference, Oakland, Cal 

*Jan. 24-26. Southwestern Assn. of Ad- 
vertising Agencies, annual convention, 
Plaza Hotel, San Antonio. 

Jan. 25-26. Assn of Railroad Advertising 
Managers, Sheraton Hotel, St. Louis. 

Jan. 26-27. National Advertising Agency 
Network, eastern regional meeting, New 
Weston Hotel, New York. 

Feb. 1-2. Pacific Northwest Newspaper 
Assn., annual meeting, Hotel Multnomah, 
Portland, Ore. 

Feb. 7. Associated Business Publica- 
tions, annual midwestern clinics, Drake 
Hotel, Chicago. 

Feb. 8-9. Pennsylvania Newspaper Pub- 
lishers’ Assn., display advertising confer- 
ence, Penn Harris Hotel, Harrisburg 

*Feb. 8-9. Northwest Daily Press Assn., 
Radisson Hotel, Minneapolis 

*Feb. 10-12. First District, Advertising 
Federation of America, Hotel Kimball, 
Springfield, Mass 

Feb. 11-12. Inland Daily Press Assn., 


| midwinter meeting, Congress Hotel, Chi- 


cago 
Feb. 20. Associated Business Publica- 


| tions, annual eastern clinics, Hotel Astor, 


New York 

*Feb. 24-26. New England Newspaper 
Advertising Executives Assn. and Ad- 
vertising Managers Bureau of the New 
York State Dailies, joint meeting, Strat- 
field Hotel, Bridgeport, Conn. 

Feb. 28-29. Oregon State Broadcasters 
Assn., annual meeting, Eugene Hotel, 
Eugene, Ore 

March 17-20. National Premium Buyers 
Exposition (19th annual), Conrad Hilton 
Hotel, Chicago. 

*March 19-21. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

*March 21-22. Third annual Advertising 
Institute, Emory University and the At- 
lanta Advertising Club, in Atlanta. 

April 1-3. Point of Purchase Advertising 


| Institute, annual symposium, Waldorf- 


Astoria Hotel, New York 
*April 3-5. American Assn. of Adver- 


| tising Agencies, spring meeting, The 


Greenbriar, White Sulphur Springs, W. 


| Va. 


April 8. Associated Business Publica- 
tions, awards presentation, 1952 contest, 
Hotel Statler, Boston 

*April 20-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 


| Astoria, New York. 


*May 19-20. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

*May 21-23. International Council of 
Industrial Editors, 11th annual conven- 
tion, Minneapolis. 

May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 25-28. National Business Publica- 
tions, spring meeting, Skytop Lodge, Sky- 
top, Pa, 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York 

June 16-17. American Marketing Assn., 
conference, Netherland Plaza Hotel, Cin- 
cinnati 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago 

June 10-14, 1953. National Business Pub- 
lications, spring meeting, Broadmoor Ho- 
tel, Colorado Springs, Colo 

*Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

*Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, Cal. 


Liberty Appoints Munroe 
Sales V.P., New York Head 

Liberty Broadcasting System 
has appointed Paul C. Munroe v.p. 
in charge of national sales and 
administration of the New York 
office. 

Mr. Munroe formerly was su- 
pervisor of radio and television 
of William H. Weintraub & Co., 
New York, and prior to that 
worked for CBS, Buchanan & Co., 
New York agency, and did free 
lance work in radio and televi- 
sion. 


Agency Promotes Simpson 
Jean Simpson has been promo- 
ted to time estimator of Anderson 
& Cairns, New York, succeeding 
Malcolm B. James, who has joined 
Ruthrauff & Ryan. Miss Simpson 
was assistant to Victor Seydel, 
radio and TV director of the agen- 


cy. 


4 BOE Ore. ae, i ei enc ame Re ld ee”) 
i cee a 
— - es ; 
we . . » plus 1000 Show-Bonus \e Be ; 
205, circulation — ALL-BUYER A\ : Se 
i \ & q 
x nt \ | 4 
M ; wach C \\ 4) 
74 NEWS Ke AGINY . ot: . 
nie THe pack Dp RON t 
< ¥E Vv Au -o } s 
a + or TH - 22 ¥- epics P z 
fs Hiss aig \ a. 
a eS J ——$ <$_______, | 7 
= | aa | ; 
— | a aes {27 Ls 
ft = eo ee 
oe ~ E j , iy: Fi é ' : 
x : 3. . ; = b ee 4 NET 
. “| F : =/ e) 7 for > — a z ‘i ii H ‘: 
om 1 4 ‘ \ ~ Rig Gi EE Bg 
4 ee a) - a -, [S :. 
uf i \ NS is _——CCSCS”S™S™S*S~*dr ‘ss 
“SI ' “seme ee Pe > =» Pe 86 
_ ou a 3” Se we ‘—<) % 2 | 
- ; Si i . ., Ww ~ y = y / a | eal 
¢ 2 Sieg : i , oe 
ff So M1) — EEATURE/ | Pe 
§ —_—|_ — — ; te 
ds a 4 UY ws | | 
: 7: Ly . 
ie A We ) ) | 
‘ns _ a, { 
“y 
ss | 
oa iW 
zs 
) 
k | li 
i. 
i -— i 
+ | 
ag a : 
- 
ALS F Son Agta oy Se Pa ‘i i tik SS Sai nee . ‘ cal he a2 So SSR ISR oes i se Marina iain CR etiam oe km cl. " : ‘a i, See r 54 ¥ “3 SS = a 


Advertising Age, January 21, 1952 


Ad Drive Set for 
New Tropical Chili; 
It's Made with Conk 


Miami, Jan. 15—He-Man Foods 
Co. has begun initial grocery dis- 
tribution of Chili Conk, canned 
chili with conk, the meat of a 
tropical shellfish. 

The product will be given spe- 
cial Lenten and Friday meal pro- 
motion and as 
part of the in- 
troductory cam- 
paign, the label 
carries copy of- 
fering, for two 
labels and 50¢, 
a tropical co- 
conut in the 
husk and a pol- 
ished conk} 
shell. | 

Advertis- 
ing has been 
scheduled for 
Better Homes & Gardens, Esquire, 
Florida Speaks, Gourmet, Holiday, | 
Sunset Magazine and Telefood| 
News. National sales for the new 
product are being handled by Bob 
White Organization, Miami. 


| 


8s He-Man points out that conk, 
the large pink ornamental shell 
found in many homes, is a shell- | 
fish which natives of the West) 
Indies fish from deep, clear, sand 
bottom ocean areas. “The white, | 
firm, delicious conk muscle is used 
in He-Man chili, and imparts a| 
rich, smooth eating quality that | 
has long appealed to Americans | 
traveling the West Indies.” | 


ABC-TV Appoints Mayer 


Col. William Mayer has joined | 
the TV staff of American Broad- 
casting Co., New York, as execu-| 
tive assistant to Harold L. Morgan | 
Jr., v.p. in charge of the network’s 
television program department. An 
expert on Far Eastern affairs, Col. 
Mayer is retiring from the U. S. 
Army, where, among other assign- 
ments, he served with G-2. 


Haystead Is Part Owner 

Ladd Haystead, who runs his 
own counseling service in New 
York and was farm editor of For- 
tune at one time, has become part | 
owner and associate publisher of 
Agricultural Leaders’ Digest, pub- 
lished in Chicago by C. L. Mast 
Jr. Mr. Haystead will continue his 
counseling service in New York. | 


Catern 


fow Te sell 


Use retailers of ideas, as 
you do product retailers. Sell 
the people who write, edit, speak, 


teach, preach, manage and govern. 
These dealers in ideas have a 

trade paper .. . Harper’s ... which 
they read for facts and opinions 
they retail to millions. 


Ask for the facts 


Harpers 


Four A’‘s Taking Applications 
for Advertising Examinations 


Applications are now being re- 
ceived for the sixth annual Amer- 
ican Assn. of Advertising Agen- 
cies’ examinations for advertising 
to be held in New York and 27 
other cities on Feb. 16 and 23. The 
examination covers aptitudes and 
practical knowledge in seven kinds 


| of advertising work: copy writing, 
| research, mechanical 


production, 
radio-and TV, media selection, 
layout and art, and plans and mer- 
chandising. An estimate of the 
testees’ selling aptitudes will also 
be included. 

The test is open to anyone in his 
last two years of college or now in 
business, but not employed by an 
advertising agency. Applications 
must be received by Feb. 4, to- 
gether with a $20 fee, which covers 


part of the cost. Information and 
applications may be obtained from 
the examinations committee, 
American Assn. of Advertising 
Agencies, 420 Lexington Ave., New 
York 17. 


Packard Sponsors ‘Rebound’ 
Packard Motor Car Co., 
troit, has ordered sponsorship of 
the ABC TV film program, “Re- 
bound,” each Friday, 8-8:30 p.m., 
CST, for a 26-week period begin- 
ning Feb. 8. Maxon Inc., New 
York, placed 
Packard. 
| 
‘Doppelt Switches Agency 
Charles Doppelt Co., 
manufacturer of leather goods, has 


switched its advertising account! 
from Kuttner & Kuttner, Chicago, | 


to Gerstel-Loeff, Chicago. 


Chicago | 


$443,344, 


| 


the business for| 


Elects Earl Tiffany V. P. 

Ear! H. Tiffany Jr., account ex- 
ecutive with H. B. Humphrey, 
Alley & Richards, New York and 
Boston agency, for the past two 
years, has been elected a v.p. of 
the agency. 


‘Herald’ to Publish Daily 

The Herald, Sanford, N. C., pub- 
lished twice weekly, will soon 
convert into a daily to be pub- 
lished six afternoons a week. 


31 


| Murphy Labs Names Sholl 
Murphy Laboratories Inc., Up- 
per Darby, Pa., manufacturer of 
Evergreen Pine jelly soap and 
Pine Oil deodorant, has appointed 
Raymond,.A. Sholl & Co., Phila- 
delphia, to handle advertising. 


|Quednau Joins AAAN 

Henry Quednau Inc., Tampa, 
Fla., has been elected to member- 
}ship in the Affiliated Advertising 
Agencies Network. 
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Your Ad has All FOU pe 
wheh you put it ih the Movies 


National Offices: NEW YORK: 70 EAST 45th ST. . 1 

CHICAGO: 333 NORTH MICHIGAN AVE. * CLEVELAND: 526 SUPERIOR N.E. J] 
i 
L 


When you use Spot Movie Ads (Film Com- 
mercials) in theatres, you get the benefit of 
SIGHT, SOUND, ACTION and COLOR to 
put across your sales story with maximum 
effect. In no other advertising medium can 
you buy so much selling power for so little. 


Moreover, with Spot Movie Ads you can get 


MEMBER COMPANIES: 


NEW ORLEANS: 1032 CARONDELET ST. * SAN FRANCISCO: 821 MARKET ST. 


UNITED FILM SERVICE, INC, * MOTION PICTURE ADVERTISING SERVICECO., INC. 


KANSAS CITY: 2449 CHARLOTTE ST. 


completely selective theatre-by-theatre cover- 
age in virtually any city or town over 1,000 
arg including most TV areas. Spot 

ovie Ads offer a weekly audience equal to 
one-fourth the national population covering 
many important areas which TV does aot 
reach at all! For more information, clip and 
mail the coupon now. 
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MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1, N. Y. 


1 
1 Please send me more information about 
Spot Movie Ads in Theatres. 
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Retail Food Linage . 
For the Year 1950 


312,908 296,865 382,650 135,588 43,958 
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HOR FOOD SALES | 


NEW YORK MARKET 


In 1951 the Journal-American published 
more retail grocery and more total grocery 
advertising than has ever been published 
by a New York metropolitan newspaper 


The Journal-American carried more than double the. 
retail food linage of any other New York newspaper. 


The Journal-American carried more retail grocery 
linage than all the morning papers combined...and 
more than the other two evening papers combined. 


The Journal-American has now led all other New York 


papers in retail food linage for nine consecutive years. 


PRE-SELL New York housewives before they go to 
market through New York’s largest home-going news- 
paper ... the overwhelming choice of New York retail 
grocers for volume sales and quick stock turnover. 


” A HEARST NEWS? PEM, ; 
NATIONALLY REPRESENTED @Y HEARST ADVERTISING: 
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Not Alarmed; Thinks ‘Bad’ 
Ads Fall of Own Weight 

To the Editor: I have read your 
very interesting editorial of Dec. 
31 entitled “Bad Advertising for 
‘Bad’ Products.” 

It seems to be the fashion nowa- 
days to throw rocks at cigaret ad- 
vertising in general. Perheps I am 
prejudiced but I can’t get particu- 
larly excited about the “badness” 
of cigaret advertising. 

Undoubtedly al! of 


the same 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


since 


teze 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


things were said when the first 
girl was introduced into a cigaret 
ad and on many other occasions 
during the somewhat stormy 25 
years that mark the life of the 
present type of cigaret advertising 
The fact remains that cigaret sales 
have trebled in that time. 

Bad advertising is advertising 
that fails to sell. I believe that any 
advertising which displeases or of- 
fends the American public will 
fail to sell. So the situation will 
undoubtedly take care of itself. 

In the latter part of your editori- 
al you questioned why cigaret 
;}manufacturers do not bring out 
products which are unique and 
have exclusive and readily dis- 
cernible features. You could have 
used Brown & Williamson as an 
example of a company which has 
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oaity- TIMES 


BUY OUR 


COMICS 
IN A PACKAGE 


Many National Ad- 
vertisers have al- 
ready discovered the 
pulling-power and 
low cost of our 3-way 
“Comic Section” buy. 
Ask our Rep! 


NOTHING ELSE- 


IS ADEQUATE 


ANYTHING ELSE- 


IS UNNECESSARY 


In these ‘SEPARATE SECON- 
DARY™ markets, outside papers 
have no influence. To cover 
these markets — use the home- 
town papers... they get results! 


ONE ORDER — ONE BILLING 


You not only get best results in 
these markets by using the 
Home-town papers — but look 
how easy they are to buy! 


| corporation, or name of a product. 


/SYPHILIS SPECIFIC. That was 


done just that and with consider- 
able success. 

Everyone is familiar with Kools, 
the cigaret that gives an exclusive 
refreshing taste and many other 
advantages that the ordinary cig- 


creased at a rate many, many 
times that of the industry since 
the war and went up even faster 
in those markets 


where a com- 
petitor attempted to steal their 
thunder by claiming to be “Cooler 


than Cool.” (The boost that cam- 
paign gave to KOOLS is one rea- 
son why I don’t worry about 
vicious or “bad” advertising.) 

Raleighs, as the readers of Ap- 
VERTISING AGE well know, offer the 
smoker a valuable coupon and it 
is a matter of record that Raleigh 
sales more than doubled within 60 
days when the coupon was re- 
turned after the war. 

Viceroy is the filter tip cigaret 
which has the most unique feature 
of all and its sales have doubled, 
redoubled and more in the last few 
years. It is particularly interesting 
to note that Viceroys, introduced 
in 1936, did not increase the share 
of market gained that first year 
until some two years ago when 
we initiated the extremely hard 
hitting, competitive copy which 
features the current campaign. 

I say let the chips fall where 
they may. “Bad advertising” will 
soon fall of its own weight. 

J. W. Burcarp, 

Advertising Manager, Brown 
| & Williamson Tobacco Corp., 
| Louisville. 


Recalls S.S.S. Meaning 

To the Editor: “S.S.S. is a trade- 
mark and has no special mean- 
ing,” says the story in your Dec. 
17 issue, 

Don’t you believe it! All initials 
mean something, whether in a 
monogram, trademark, name of a 


Whoever made up the combina- 
tion was thinking of something 


at the time. 

It’s interesting to deduce. 

As it happens, I well remember 
that in my early boyhood S.S.S. 
was widely advertised as SWIFT’S 


before Erlich produced “606,” a 
real specific. Nevertheless, S.S.S. 
was credited with numerous cures 
of what the patients thought was 
yphilis, or as it still is called in 
the South, “bad blood.” 
JOHN EVANS, 
Direct Mail Advertising, Chi- 
cago. 


Spring Maid Line Has 32 

V.P.s Including Gypsy Rose 
To the Editor: It was with a 

great deal of interest that I read 

your piece published in the Dec. 

31 issue of ADVERTISING AGE, about 

those all-important vice-presi- 


arets do not. Kool sales have in- | 


- LANCASTER AND CHESTER RAILWAY CO. 
“ Suri, +) ” 
“The Springmaid Line 
Firet 100% Diese! Operated Roed in South Caroline 
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dents. As you will note 


of their v.p.s have especially in- 
teresting assignments, namely W. 
F. Halsey, Vice-President in 
Charge of White Horse Supply in 
Charlottesville, Va., and Gypsy 
Rose Lee, Vice-President in Charge 
of Unveiling, New York City. 

About the only other comment 
I would like to make about your 
piece is that you didn’t say a single 
word about the “executive” vice- 
presidents. 

EMIL G. STANLEY, 
Executive Vice-President, The 
Traffic Service Corp., Chicago. 
> 


‘Great Stutf,’ Veeps! 
To the Editor: Congratulations 


nadian talk you made very much. 


Great stuff. 
W. R. Purce tu, 
Vice-President, Batten, Bar- 
ton, Durstine & Osborn, Chi- 
cago. 
- 


A Waste of Space 

To the Editor: What a waste 
of good paper to print such tripe, 
“Editor Discovers Why There Are 
So Many V.P.s in Agencies.” 

Is this new? 

Been going on for 50-75 years 
and in politics for thousands of 
years. 

Just started in business, son? 
FRANKLIN SHAPIRO, 
Long Island City, N. Y. 

* 


One V. P. to Another 

To the Editor: The current is- 
sue, to my mind, is the most in- 
teresting of yours I have ever 
read. 

This, of course, is as one vice- 
president to another! 


from Page 
531 of the November, 1951, issue excellent (even though the title 
of the Official Railway Guide, two was misleading), and The Cor- 


on a two-strike! I liked that Ca-| 


And I loved the piece on veeps. | 


Jack Cunningham's article was 


|ner’s observations’ on Packard 
| were terrific. 
| But then, like on the Illinois 


team, it’s hard to pick out all the 
| stars, 
| Best wishes. 
JOHN M. WILLEM, 
Vice-President, Leo Burnett 
Co., Chicago. 
e 


Found V.P.s Compelling 

To the Editor: I so enjoyed the 
“Editor Discovers Why There Are 
So Many V.P.s in’. Agencies: It’s 
Dollars and Sense” in your Dec. 
31 issue that I felt compelled to 
write you on it. It is a delight- 
| ful piece of writing and I want 
you to know that it was apprecia- 
| ated. 


W. W. Lockwoop, 


Advertising Manager, Tay- 
| lor Instrument Companies, 
| Rochester, N. Y. 

e 
| Late But Good 


To THE Epiror: YOUR LAST ONE 

| FOR '51 LATE THURSDAY, BUT NO BEEF 
—MEMO BERNSTEIN TO CRAIN 

MAKES UP—IN FACT MORE THAN 

MAKES UP—IN POINT OF FACT IT’S A 


LALLAPALOUSA. MORE-MORE-MORE— 
| LAST THREE WORDS IN BOLD CAPS. 


J, M. PIcKELL, 
Publisher, Michigan Manufac- 
turer & Financial Record, De- 
troit. 
* * * 


‘Boys’ Life’ Cites Place 
in Bicycle Ads’ Lineup 

To the Editor: I read with con- 
siderable interest your analysis 
of the bicycle market in the Dec. 
31 issue of ADVERTISING AGE. 

In mentioning the major media 
which carry the bulk of bicycle 
advertising, I am sorry to say you 


dents. As a matter of fact, in the 
advertising and publishing frater- 
nity I’ve heard quite a lot of con-| 
versation about this 

There is no question about it, 
that sort of thing is front page stuff! 
and it is a shame that you couldn't! 
have run the whole thing on Page 
1. 

I think all the examples you} 
used are exceedingly good ones. I 
think it would be appropriate, at 
least for future reference, to in- 
clude the Lancaster & Chester 
Railway Co., referred to as “The! 
Spring Maid Line.” } 

This is a 100% diesel-operated | 
railroad in South Carolina with 29} 
miles of right of way between| 
Chester, S. C., and Lancaster, S. C. | 

Their number of v.p.s exceeds 
their miles of trackage by three 
because they have 32 vice-presi- 


No other publication in Canaaa nas this combination 
of important selling features — complete coverage 
ot all English-speaking Canada— choice of different 


sections at differer 


it rates — High family readership. 


the STAR WEEKLY 


Published at 80 King Street West, Toronto, Canada 


U.S. Representatives ; 


Ward- Griffith Co. Inc. 
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were guilty of a disservice to Boys’ | really well qualified to point it! + 


to show the correlation. be- ANNUAL PACKAGING SHOW FOCUSES BUYING 


Life. 

Boys’ Life magazine carries 
more bicycle and bicycle acces- 
sory linage than any other maga- 
zine in America. The source: PIB 
figures for as far back as you care 
to go. 

I hope, therefore, that in the 
interests of accurate reporting, 
you will want to make this known 
to ADVERTISING AGE readers in the 
earliest issue available. 

SAMUEL FERBER, 

Promotion Director, Boys’ 

Life, New York. 

Boys’ Life carries ads of both 
American and foreign bikes and 
last year “carried the bulk of the 
Raleigh Industries schedule.” But 
AA made no attempt in its story 
to itemize the magazines getting 
bicycle linage and regrets that 
Boys’ Life regards the omission of 
its title as a “disservice.” 


Amplifies Production Story 
on Daylight Fluorescence 

To the Editor: In a recent issue 
of ADVERTISING AGE, under “Tips 
for the Production Man,” there 
was an article by Kenneth B. But- | 
ler on daylight fluorescence. How- 
ever, there are a few points on the 
subject which might bear a bit 
of clarification... 

It is true that, as yet, no method 
has been developed whereby these 
colors can be applied by letterpress 
or offset. However, Day-Glo is 
now being printed by the gravure 
method and by bronzing... 

Mr. Butler also mentions the 
Velva Glow daylight fluorescent 
papers, which, as yet, have not 
been approved under Switzer’s 
patents, and, according to informa- 
tion released in the past by Swit- 
zer, are considered in violation of 
its patents. Yes—any printer em- 
ploying Velva Glow papers, and, 
in fact, any customer buying the 
job, is technically in violation of 
Switzer’s patents. He did not say 
that recently the Crocker Bur- 
bank daylight papers were re- 
leased to the trade, and, since these 
are approved under Switzer’s 
patents, remove any question of 
patent liability to both the printer 
and the customer. Any printer 
can secure a license under Swit- 
zer’s patents for use of the paper, 
without any charge, except the 
royalty covering only the amount 
of paper used... 

J. Everetr NESTELL, 

Fluorescent Advertising Serv- 

ice Inc., New York. 


Wins on a Technicality 

To the Editor: Your editorial, 
“A Strange Dilemma,” in the Dec. 
24 issue of ADVERTISING AGE was 
interesting and useful to all adver- 
tising men, I am sure. My compli- 
ments on it. 

But may I call your attention to 
one error? The last words in.the 
second paragraph refer to the San 
Diego Federal Savings & Loan 
Assn. as a “bank.” I believe I am 
correct in stating that these associ- 
ations are not “banks” and the use 
of the term in that manner is ir- 
ritating to many bankers. 

The distinction may seem slight 
to you but I assure you that some 
of my clients take it very seriously, 
indeed. Would not the phrase, “.. . 
or the association itself” have been 
equally clear and at the same time 
more factual? 

GEORGE C. JORDAN, 

Public Relations, Minneapolis. 


Says Point of Sale Ads 
Help Hold Leadership 

To the Editor: Your editorials 
are a constant inspiration, re- 
fresher and jogger-of-the-mind to 
those who have the wit to absorb 
them. “Bad Advertising...” was 
no exception. 

Now is the time for some one, 


out, 


tween point of sale advertising 


and product display and the sales f 


of cigarets. 

As an ex-agency man who has 
used point of sale with outstand- 
ing good luck over a period of 
years in keeping leadership once 
obtained through advertising in 
other media, “one will get you 
two” that, for a certain class of 
goods, of which cigarets are the 
best example, point of sale will 
keep your leadership once ob- 
tained. Mr. Riggio knew this well, | 
I am sure, and radio stations are 
finding it out also, now that sales 
are a little tougher. 

Why not an AA clinic 
“class” on this subject? 

Guy BoLam, 

Radio Luxembourg, New York. 

AA devotes considerable atten- 
tion to point of sale advertising, as 
it does to all phases of advertis- 
ing and promotion. 


and 


— . a -~ 


INTEREST . . . OUR MARCH AND APRIL ISSUES 
CARRY WHOLE SHOW STORY TO 15,000[4eh1 
PACKAGERS — plus 1000 special 
Show-Bonus names... 

ALL-BUYER! 


@ Here's one of a vigorous new series of advertisements 
whose objective is to better acquaint everyone, everywhere, 
with the name American Optical and with this company’s 
many progressive accomplishments, Answers given to nut- 
hard problems dramatize the theme that AO, through ex- 
tensive researeh, is constantly developing new products and 
improving present practices for the benefit of all mankind. 
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@ In their calls on industrial prospects just a few years 
ago, Air-Maze filter salesmen found that many of them had ka 
never heard of Air-Maze Corporation, didn’t know what it ‘ 
makes. Advertisements like this in magazines read by execu- ; 
tives have helped change all that. Though small, the ads are . 
. t 
hard to overlook. Salesmen now report almost every pros- ld 


The odds are 7,000 to 1 you will never be hit by 
a bolt of lightning, 8 to 1 your mate doesn’t snore. In its 
new newspaper series, The F. & M. Schaefer Brewing Com- 
pany capitalizes on everybody's interest in “odds” to em- 
phasize the best odds of all—*It’s 12 to 1 you'll like Schaefer 
Beer.” Schaefer’s figures were determined by a survey of 
beer drinkers. Other odds are by LeoGuild,*W izard of Odds.” 


Eyes on Optical 
Missionary Ads 
Good Odds 

Sealing Verdicts 


pect is familiar with Air-Maze products and ready to listen. 


Youngsters aged 4 to 11 who make up the panel of 
uvenile Jury (Sundays, NBC-TV) solve adult-size problems 
with refreshing wit and innocent humor. Each week thou- 
sands of children and grown-ups send problems to the show 
sponsored by “Scotch” brand Cellophane tape. Selected 
“cases” are presented by moderator Jack Barry, and some 
of the younger viewers are invited to appear in person, 
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According to Cassidy... 


Publishers’ Mail Promotion Pieces 
Usually Go to Wrong Agency Men 


McCarty Co. V. P. Says 
Few Publishers Bother 
to Learn Agency Needs 


Los ANGELES, Jan. 16—One of 
the biggest errors publishers make 
in seeking business from adver- 
tising agencies is in the ineffi- 
ciency of their direct mail adver- 
tising, H. E. Cassidy, executive v.p 
of McCarty Co., 
told a group of 
West Coast busi- 
ness publishers 
in an address on 
the relations of 
trade publica- 
tions and agen- 
cies 

“Most publica- 
tion direct mail 
today gets abso- 
lutely nowhere 
except first to 
the file basket in the mailroom and 
ultimately to the wastepaper bas- 
ket,”’ the agency executive told the 
Western Society of Business Pub- 
lications week. “A year ago 


H. E. Cassidy 


last 


“we counted over a period of one 


Week the third and fourth class 


@rect mail coming in from all me- 
dia including trade papers, news- 


— -- ~ — — 


Make Hay where 


papers, radio, outdoor, etc. We re- 
ceived, in the week measured, over 
320 direct mail pieces. Many were 
directed to the company only—no 
man’s name mentioned—and the 
mail girl of course had no way of 
knowing to whom they should be 
routed. 

“Others were addressed to ac- 
count executives who hadn't been 
with our organization for years. In 
fact, one had left us, gone to an- 
other agency and_ subsequently 
died. Still other publishers have 
secured a list of our account men 


and sent a mailing to each and 
every one, regardless of whether 
they have any interest or not. I 


believe that the direct mail prac- 
tices of most trade publications 
should be carefully reviewed.” 


® Mr. Cassidy suggested that pub- 
lishers might take the following 
steps to make their direct mail ad- 
vertising more efficient: “First, 
find out what agency clients might 
be interested in your publication. 
Second, find out what account ex- 
ecutives handle these particular 
accounts. Third, address all 
respondence regarding your pub- 
lication to this particular man or 
men, first class mail. Fourth, ad- 


cor- | 


| dress only information to the ex- 
ecutive which might be helpful to 
| him or to his client.” 

Regarding the last point, he said 
that he personally preferred to get 
an article torn out of a magazine 
with some direct bearing on client 
activity—and a short note from 
the publisher calling his attention 
to it—than to receive 12 monthly 
mailings concerning the publica- 
tion’s merits. 

“Try to make one complete and 
comprehensive presentation a year 
of your publication to everybody 
in the agency whom you feel could 
conceivably have any interest,” he | 
recommended. 


@ Mr. Cassidy noted that pub- 
lishers say agencies “frequently 
don’t accord them adequate oppor- 
tunity for presenting their story; | 
that agency personne! is arbitrary | 
and hard to see; that agency ex- 


He felt that these charges were 
true, but in a minority of cases 
only. He commented: 
| What publishers should remember is 

that frequent solicitation is not necessary 
to any agency if one good presentation 
is arranged at a time convenient to the 
Publishers’ representatives are 


agency. 


prone to come in at any hour of the day,| eguse they personally know some 


| wihous prior appointment, to discuss 
their book with agency men who are 


| 
very busy with client demands upon their 


ecutives are not well informed) formation as to why they have 
about client markets and media| more to offer than the media 
covering same.” | selected.” 


story of their publication's merits, pro- 
viding it fits in with the agency's time 
schedule 

They can cover in one trip and in one 
presentation what might otherwise take 
five or eight or 12 trips and an equal 
number of presentations. They can save 
their time and the agency's time—all 
providing they have something to offer 
There are few agency men who won't 
tell you, frankly, that many a publisher's 
representative calls to talk about his 
publication without knowing whether the 


publication belongs on the advertiser's 
schedule; without knowing anything 
about the advertising and marketing 


problems involved, and yet all of this is 
relatively simple to obtain. 


8 All fields are overcrowded with 
trade publications, Mr. Cassidy 
pointed out, and agencies, to reach 
a market, are forced to choose one 
or two leading publications on the 
most intelligent basis they can. 
Therefore, it is annoying to an 
agency to be approached by a pub- 
lication not on its list “on any ba- 
sis other than that of factual in- 


“In the 23 years that I have been 
|in the agency business,” he said, 
“I imagine that at least 100 rep- 
|resentatives have suggested in- 
|cluding their book in some sche- 
dule on the basis of charity, prom- 
ise of publicity support, or be- 
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all come into our office. We are, in addi- 
tion, on the mailing list for another 500 
trade books whose publishers feel we 
may conceivably use them on some ad- 
vertisers’ schedules. It is of course physi- 
cally impossible for any man or group of 
men to wade through 1,100 magazines a 
month, and remember that a good many 
of these are weeklies as well as monthlies. 
To these add consumer magazines and 
newspapers for good measure. . . 
Publishers say that the trade press is 
not adequately evaluated by the larger 
agencies to whom industrial business is 
not too important a factor. With this we 
cannot agree. We feel, by and large, that 
agencies such as Fuller & Smith & Ross, 
J. Walter Thompson, BBDO all evaluate 
trade media, but they demand higher 


| standard of the valuation and measure- 


ment than may be the case in some g.:.:!' 
agency. 


s Mr. Cassidy does not fee! tha‘ 
market and product research by 
publishers are important. 

“Publishers say that agencies 
make unwarranted demands upon 
them for market and product re- 
search. This we recognize as being 
true in many instances, and yet 
the publishers themselves encour- 
age the practice.” 

He asserted that, in competing 
with other publications, publishers 
offered to provide agencies with 
more complete market and product 
research than competitors to help 
the agency with its clients. 

The net result is that ... publishers fur- 


nish reams of material, some of which 
is applicable, some totally foreign to the 


lone of the executive group with 
| the advertiser. Most agency men 


| problem; but, above all, they are doing 
| for the agency and the advertiser a job, 


time. Representatives are offended if the| are anxious to buy the best pos-| which to be of value should be done by 


agency man refuses to see them; they are 
| hurt if he cuts their 45-minute pitch to | 
ten and yet they all too often overlook | 
the fact that they can arrange for practi- 
cally any agency a complete and full 

| 


the Sun Shines" 


There's a bumper crop of wealthy, 
influential tourists in Greater Miami 
right now, and thousands more on the 
way. Miami's magic sunshine will bring 
down more than a million and a half 
visitors this winter, to form America’s 
biggest, richest bonus audience! 


This tourist-jammed market is ripe 
for your sales message -- it’s the nation’s 
fastest growing metropolitan area, with 
the highest per capita retail sales in the 
country, and a retail sales total that 
675 million dollars in 1950. 


You can reap a golden harvest of 
sales at minimum cost by reaching this 


toppe 


JOHN 5S. KNIGHT, Publisher 
STORY BROOKS & FINLEY, Nationa! Reps. 


\ 
Florida’s tourist-filled Gold Coast 
offers a Golden Harvest in Sales 


rich market thru The Miami Herald, 
which sells 700,000 year ‘round resi- 
dents plus a vast vacationing audience 
all along Florida's fabulous Gold 
Coast. See your SB&F man today. 


A.S. GRANT, Atlanta Affiliated Stations -- WQAM, WQAM-FM 


MIAMI -- An International Market 


sible media for their client. They | 
are prejudiced or narrow minded, | 
but they don’t like to be threat- 
ened or solicited on a charitable} 


basis.” 

Another complaint of pub- 
lishers is that agencies dangle 
contracts in front of them with 


the understanding that free pub- 
licity comes first or during the life 
of the contract, Mr. Cassidy said, 
adding that “this is, of course, a 
practice to which no self-respect- 
ing agency will subscribe. 

“The continuing progress of 
education on the part of both pub- 
lisher and agency must be carried 
on to emphasize the desirability of 
eliminating so-called trade puffery 
and ingratiating publicity.” 


# Commenting on publishers’ com- 
plaints that agencies are not fa-| 
miliar with their media and do not | 
follow the publisher’s information | 
regarding the magazine, Mr. Cas- | 
sidy said: | 

The agency with which I am associated 
is placing advertising at the moment 
with some 585 trade publications. These 


agency and advertiser working together, 
and not by a third party. Personally, we 
always weigh very carefully information 
of this nature furnished by publications 
because it seems to us they could be pre- 
judiced and they might have a selfish 
interest. 

We don't feel that market, product or 
advertising research should be carried on 
by either the agency or the media. It 
should be carried on by a thoroughly im- 
partial and competent research group 
under the guidance of the client and as- 
sisted, where desirable, by the agency 


Agency Man Seeks Change 
in WOI-TV’s Ad Policy 

James Hill of Cary-Hill, Des 
Moines agency, has appeared be- 
fore the Iowa Board of Education 
to request a change in the adver- 
tising policy of WOI-TV, Ames, 
Ia., operated by Iowa State College. 
Mr. Hill suggests that the station 
accept advertising on a first-come, 
first-served basis, to allow the law 
of supply and demand to prevent 
overloading of its facilities. 

At present, the station is accept- 
ing only the advertising and pro- 
grams of national products, a 
source of disgruntlement to local 
business men who are in the same 
lines. 


FRanklin 2-5854 


America’s finest 


photoengra 


ving plant 


Collins, Miller & 


Hutchings wwe. 
207 North Michigan, Chicago 
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FROM OVERSEAS— Adrian Alborranc (left), 
French edition, in Paris, 


managing director of Popular Mechanics’ 
discusses the magazine's 50th anniversary issue with 
Douglas Wedderspoon, London representative of the monthly’s edition printed in 
Great Britain; Jorgen Norredam, Copenhagen, representing the magazine's Danish 
and Swedish editions; and Samuel Melo, managing director of Popular Mechanics’ 


tati +h, 


in Chicago at a 


Spanish edition. The four foreign rep 


got 


luncheon Jan. 10 as part of the magazine's golden anniversary celebration. 


LEE TRENHOLM 

TORONTO, Jan. 15—Lee Tren-| 
holm, 52, public relations and ad-! 
vertising manager of Provincial 
Paper Ltd. and its parent corpor- 
ation, Abitibi Power & Paper Co.) 
Ltd., Toronto, died Jan. 9 at the 
Toronto General Hospital after a 
heart attack. 

Born in Nyack, N. Y., Mr. Tren- 
holm was associated with daily 
newspapers in Washington, New 
York and Texas before joining 
Bruno & Blythe Associates, New 
York, in 1929 as an account execu- 
tive. In 1930, he opened his own 
public relations office in New 
York, which he operated until 1938 
when he joined Underwood Ltd. 
in Toronto as director of public re- 
lations and later as advertising and 
employe relations director. 

He joined Provincial Paper in 
1948 as public relations manager 
in charge of public relations, ad- 
vertising and sales promotion. He 
took over the job of advertising 
and public relations manager of 
Abitibi Power in January of this 
year. 

Mr. Trenholm was an immediate 
past-president of the Assn. of Can- 
adian Advertisers, three-time pres- 
ident of the Canadian Circulations 
Audit Board, Canadian v.p. of the 
Public Relations Society of Amer- 
ica, v.p. of the Public Relations 
Assn. of Ontario and twice-presi- 
dent of the Advertising & Sales 
Club of Toronto. 


HARRY A. WAGNER 

PHILADELPHIA, Jan, 15—Harry A. 
Wagner, 61, superintendent of the 
N. W. Ayer & Son printing depart- 
ment, died here Jan. 5 in Hahne- 
mann Hospital after a month's ill- 
ness. 


HARRY C. WITT 

Boston, Jan, 15—Harry C. Witt, 
67, Boston advertising artist and 
formerly an employe of the Bos- 


ton Herald-Traveler, was found 
dead at the wheel of his car 
Jan. 10. 
N. C. PHILLIPS 

GLoucESTER, MAss., Jan. 15— 


N. C. Phillips, 72, president and 
general manager of Le Page’s Inc., 
Gloucester glue manufacturer, died 
Jan. 10 at his home. 

Mr. Phillips was with the old 
Russia Cement Co. in 1902 when 
it changed its name to Le Page’s, 
and had been president of the com- 
pany for the past 25 years. 


EDWARD A. SCHUMAN 

New York, Jan. 15—Edward A. 
Schuman, 72, v.p. of Sterling En-' 
graving Co. since 1927, died Sun- 
day after a long illness. 

Born in Brooklyn, Mr. Schuman 
entered the photoengraving busi- 
ness when the Sterling organiza- 
tion was founded in 1902, and was 
one of the country’s leading tech- 
nicians on color process photoen- 
graving. 


|FRED HAYWARD GRAY 


Itt., Jan. 16—Fred 
63, financial ad- 


EVANSTON, 
Hayward Gray, 


vertising executive, died here sud- 
denly on Jan. 14. 

Widely known in financial circles 
throughout the U. S. and Canada, 
Mr. Gray served for many years 
as western advertising manager 
for the Commercial & Financial 

| Chronicle. More recently he was 
with the Chicago office of J. Wal- 
ter Thompson Co. as head of its 
financial public relations and ad- 
| vertising division. In the past two 
| years he had acted as Chicago ad- 
vertising representative for Sport- 


jing News and had rejoined the} 


| Chronicle. 


JAMES D. HAGGERTY 
| Woburn, Mass., Jan. 
D. Haggerty, 81, founder and pub- 
lisher of the Woburn Daily Times, 

died Jan. 11. He founded the daily 

in 1911 and had been active in the 


15—James | 


organization until he became ill, 


recently. 
|JUDGE THOMAS EDWARDS 
Rome, Ga., Jan. 15—Judge 


Thomas E. Edwards, 60, one of the 


founders and owners of the old 
Tribune-Herald, which is now the 


Rome News-Tribune, died Jan. 11 
at his home here. 
JAMES T. MILNE 

New HaAveN, COoNnnN., Jan. 16— 


James T. Milne, 46, general man- 
ager of radio-TV station WNHC 
here since its opening in 1944, died 
of a heart attack last Saturday at 
his home while playing with his 


granddaughter. 

Born in Aberdeen, Scotland, Mr. 
Milne came to this country at the 
age of eight. He served with WIOD 
in Miami Beach, WBBM in Chi- 
cago, and WICC, Bridgeport, Conn., 
before he became station manager 
of WELI here in 1936, In 1943, 
he was named commercial man- 
ager of WNAB in Bridgeport, and 
in 1944 joined WNHC as general 
manager. 


wrrecriveny SERVING AMERICAS LEADING 4 ADVERTISERS 


CLEVELAND SHOPPING NEWS 


Newscoloe “Division 


5309 Hamilton Ave. 14644 


14, Ohio 


Teletype CV 25 
A Plant That Gets Things Done Fast . 


. and Right! 


Important news for advertisers who sell 


Travel...Travelers or Travel Needs: 


Opening Spread in March Vacation Section 
—14 pages devoted to Travel! 


4... 


Beginning this month, every iss 


vear, REDBOOK will carry a travel feature. New 


Orleans in January, Europe in 


REDBOOK became the 


met with such terrific response ! 


what to take and wear... 
really travel, ask. 


with tickets or luggage: 


beverages .. . 


travel—over 60% 


They can afford to travel—their incomes are 27% 


over the national average. They 


information—their letters say so. 


REDBOOK advertisers have learned, too. 


14-page annual Summer Vacation Guide—4 pages on ’ 


Why? Because every travel feature we’ve run since 


“Bible” of Young Adults has 


And REDBOOK readers’ travel needs don’t stop 


fashions, shoes, sports equipment . . . 


Redbook is now featuring Travel in 
every issue of the year! 


ue. twelve months a 


February ... a full 


travel fashions alone! —in March. 


Piles of letters pour 


in demanding to know where to go, how to get there, ‘ 


questions only people who 


eke ie 


they include resort 


photo- 


graphic equipment, auto accessories, toiletries, 
everything people want when 
they're in a holiday spending mood. 

That’s why you'll find REpBOOK’s on-the-go Young 
Adult readers such a profitable market. They do 
planned vacation trips last year. 


s 


want specific travel 


Travel ad- 


vertising has doubled within a year; general adver- 


tising is up 13°7. So get on the 


Travel-Wagon .. . 


the only multi-million reader magazine dedicated to 


the 


interests of on-the-go Young Adults 


REDBOOK. 
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Copyright 1952, 
Redbook Magazine 
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Information for Advertisers 


No. 4232. Point of Purchase Prim- 
eT 
“Sales 


offered 


Catchers” is a_ booklet 
the Point of Purchase 
Advertising Institute containing a 
number of pointed pointer the 
manv uses and high effectiveness 
of point of purchase displays. Full 
idea- 


by 


on 


of eye-opening facts and 
starting suggestions 
No. 4233. Who's Who in Textile 
Sales 
A new “Textile Salesmen’s Di- 
rectory” is offered by Apparel | 
Manufacturer. Names, addresses 


and phone numbers of 3,300 sales 
executives and representatives of 
textile and trimmings companies in 
the United States are listed, along 
with the firms they represent and 
a general description of the prod- 
ucts offered by these suppliers 
The names are listed alphabetical- 
ly for each leading apparel market, 
as well as for other parts of the 
country 


No, 4234. Latest Data for Coal Age 
“Facts About Coal Age” is a new 
data book which the publication 
has prepared in accordance with 
the NIAA_ recommendations. It 
covers -background, circulation, 
editorial, special services, etc., 
With particular emphasis on the 


Mature and scope of the market, 
@nd its future. 
No. 4235. New Projector Is Sales 
Aid 
A new brochure, “Kodascope 


Pageant Sound Projector,” is of- 
fered by the Eastman Kodak Co 
showing advantages of the port- 

le Pageant model. Projector, 
aan and all other equipment, 
tc 


| 434 


| Included 


including films, fit into single 
irrying Gi total weight 33 
pounds. Designed for quick setup 
and easy operation, the unit is es- 
pecially adapted to selling and 
sales training 


ase 


No. 4236 
Sales. 

Dealing with engineered systems 
of heating, ventilating, air condi- 
tioning, piping and refrigerating 
(as distinct from plug-in units) a 
new booklet entitled “How Equip- 
ment Is Bought” is offered by 
Heating & Ventilating. It goes into 
the details of the market and its 
buying practices, outlining the 


Heating and Ventilating 


functions of engineers, contractors, | 


jobbers and other factors in the 
picture. 


No. 4238. List of Grocers for Grand 
Rapids. 

The Grand Rapids Herald offers 
new grocery route list covering 
food stores and containing 
maps showing the various routes. 
are 40 chain and 
three independent grocers’ chains 
with a total of 133 member stores 
An alphabetical listing is also pro- 
vided 


stores 


No. 4239. New Medium to House- 
wives 
“Introducing a New National 
Advertising Medium for National 


and Regional Advertisers” is a 
brochure offered by Community 
Services Inc., outlining the editori- 
al services of the publication, and 
describing its unusual circulation 
policy of working through women’s 
clubs and organizations, providing 


advertising opportunities for re- 
gional as well as national adver- 
tisers. 


Note: Inquiries for the items listed above will not be serviced beyond March 3. 


800 E. Illinois St., Chicago 11, I. 


please print or type) 


COMPANY 
ADDRESS 


Please send me the following (insert number of each item wanted 


z 
USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


STATE 


| City & ZONE 


MAXWELL| 
SERVICE 


“A. A. REACHES MEN AT 
DECISION-MAKING LEVEL’’ 


Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
rect! That's why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


THE ADVERTISING MARKET PLACE 


Rates: 90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 


lines (maximum 


-two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 
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| POSITIONS WANTED 
AGENCY OWNER desires permanent 
position as adv. mgr. for mfgr. or as Acct 
Exec. with large agency. 35 yrs. old - 15 
| yrs. experience layout, copy, merchan- 
dising, promotion, direct mail and produc- 


tion. Only those parties desiring an ex- 
| ceptionally good all-around advertising 
}man need answer this ad. Reply Box 


| 4236, ADVERTISING AGE, 200 E. Illinois 


HELP WANTED 


POSITIONS WANTED 


EXECUTIVE POSITION AVAILABLE for 
ADVERTISING PRODUCTION MAN 


one with quality furniture merchan- 
dising as a background one with the 
ibility to create responsive direct mail 


campaigns, know media buying functions 
make comprehensive layouts, write win- 
ning sales letters and be able to follow 
through with the production of planned 
programs. We have need of such a man 
at once for we manufacture quality 
casional living room furniture and 
by direct mail...and our products 
established. Write for interview at once 

Box 4226, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, I) 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 


COPYWRITER 
TV AND RADIO 


Opportunity to be associated with fast- 
moving manufacturer in this growing, 
fascinating business—-for idea-alert writer 
of punchy selling copy. Necessary to have 


experience in writing retail copy for 
newspaper ads and for trade catalogs, 
consumer folders, broadsides, copy-slant 


digging contacts with engineers and sales 
departments. Location Chicago. Give back- 
ground, income, etc., in letter to Box 
4225, ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, IL. 


W ANTED—Combination 
duction man for small ma 
lisher. Please stat e, exp 
education and salary expected. 
opening. 
Box 4224, ADVERTISING AGE, 
801 Second Ave., New York 17, N. 
POSITIONS—FOR MEN AND WOMEN 
IN ADVERTISING AND PUBLISHING 
MYRTLE L. BARNARD 
176 W. Adams St., Ce 6-3178 - Chicago 
HERE IS SECURITY - STEADY JOB 
FOR A COMPETENT LAYOUT MAN 
Some finished art. No figures. Must have 
fair knowledge of typography and basic 
production problems. Work with a con- 
genial art staff of 11 in creative printing 
establishment and adv. agency in mid- 
west city of 125,000. Send samples and 
state starting salary wanted. Will arrange 
interview 
Box 4223, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
WANTED - Creative Copywriter. 
Three or more years experience on in- 
dustrial and general accounts preferred 
Opportunity for advance based on indivi- 
dual merit. Growing midwestern agency 
Write Box 4220, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
giving resume of education, experience, 
other pertinent details 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POS ONS 
GEORGE WILLIAMS — PLAC ENTS 


layout and pro- 
gazine and pub- 
, references, 
Immediate 


WOMAN EDITOR 


Five years trade magazine experience in- | 


cludes 
years 


writing, editing, photography. 30 
old, single, excellent health, can 
travel. Background in convention cover- 
age, giving talks and making presenta- 
tions. New York City only 
Box 4217, ADVERTISING AGE, 
80T Second Ave., New York 17, N. Y. 


CIRCULATION MGR. TRADE PAPER 
Expert direct mail promotion, 12 years 
experience full knowledge fulfillment 
ABC. Midwest preferred. Available 30 days 

Box 4232, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


EXPERIENCED YOUNG MAN DESIRES 
position utilizing background to its fullest 


extent. Experience includes account 
work, administration, promotion, publi- 
city, production, catalog, direct mail 


Chicago only 
WNR Room 201-8 

100 North LaSalle Chicago 2, Illinois 
NEED A SHARP YOUNG COPY MAN? 
Mo. ad grad, 2 yrs. experience, wants 
job with K.C. agency, company. Now ad 
mgr. with small mfr. Will start @ $3900 
Write! 

Box 4233, ADVERTISING AGE, 

200 E, Ulinois St., Chicago 11, Ill 

GOOD YOUNG COPYWRITER 
7 yrs. exp.; includes editorial & agency 
writing, Radio & TV scripts & produc 
tion, retail copy. Prefer agency or indus- 
try. Chicago area. 25, married, NU Grad 

Box 4234, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


} St., Chicago 11, I 


PROFITABLE PUBLIC RELATIONS 
can be yours through acquisition of PR 
man who knows the practice as a direct 
ly valuable adjunct to an organization's 
success. Young, yet thoroughly exper 
ienced. Creator of sound yet original pub- 
licity projects, excellent writer; he can 
plan, direct execution, and/or do it him- 
self. Excellent record with leading ad- 
vertising agency, major industrial firms, 
newspaper. Presently employed in re- 
sponsible PR job. Low five figure salary 
will be well invested. Write to Box 4231, 
ADVERTISING AGE, 200 E. ILllinois St., 
| Chicago 11, Ill. 
| PERHAPS I CAN FIT INTO 
| YOUR PICTURE! 
| Young man with 6 years nat’'l advertising 


| agency experience, desires position with 
manufacturer or agency. Experience lay- 
out, package design, production & fresh 


ideas in copy. Chicago only. Willing 
o be trained. N. Spitzer - Financial 
6-0477. 2614 Leland Avenue. 


WELL SEASONED AD MAN 
shakes out copy spiced to please even 
your most ulcerous clients. . Excellent 
space, direct-mail and TV background... 
has handled food, fashion, technical, and 
industrial accounts with distinction . 
Want more for the $10,000 this 43-year 
old Peter Pan is asking’? You get it! For 
he knocks out peppery layouts that add 
years to art director's lives. (Gorgeous 
wife and two brilliant daughters forbid 
his locating too far from his home in New 
Jersey.) 

Box 4237, ADVERTISING AGE 

801 Second Ave, New York 17, N. Y. 


new 
t 


AD MAN-ART DIRECTOR 
. with unusual experience as agency ac- 


count exec. and top layout-art director 
for studio and agency. Proven capable of 
successful organization from ideas thru 
finish art...forceful copy ...complete 


production knowledge. Available soon to 
one who can use these capabilities as ad 
mgr. or creative art director 
Will relocate, 8,000. 
Box 4235, ADVERTISING AGE, 
200 E. Ulinois St., Chicago 11, Lil 
COPY-LAYOUT MAN 

10 years agency, newspaper, free-lance 
experience. Strong agricultural, mail or- 
der background. All media. Good layouts, 
some finished art. Working knowledge of 
production A trained salesman who 
knows how to make the most of a selling 
opportunity, in print or by personal con- 
tact. Southern California only. Write or 
telephone J. P. Barnes, 138 South Mary- 
land Ave., Glendale 5, Calif. Telephone 
Cltrus 2-7327 
SPACE SALESMAN.-Producer of new 
business. College graduate known in Chi- 
cago area 

Box 4272, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, IIL 


ADVERTISING-MARKETING DIRECTOR 
Presently employed food field. 12 yrs 
handling national accounts budgets $1.5 
million. Working knowledge all phases 
advertising-marketing 

Box 4222, ADVERTISING AGE, 

200 E. Llinois St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 
HERE IS AN OPPORTUNITY 
progressive and substantial publi- 
to secure attentive and ethical serv- 
ices of an established SPACE REPRE- 
SENTATIVE to concentrate on space sell- 
ing and pioneering; OR ELSE; a BRANCH 
MANAGER for miscellaneous responsi- 
bilities, editorial aids, conventions, spe- 
cial projects. Territory: central states or 
| depending on publisher's requirements 
| Compensation must be of mutual profit 
| and affiliation permanent in nature. Con- 
sumer; Trade; Class; Educational; Pro 
fessional—Newspapers—Radio; TV. This 
opportunity is highly worth examination 
Box 4221, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


for 
sher 


PUBLICATION WANTED 
Publishers Attention: Exper.enced mature 
medta representative presently covering 
Michigan, Indiana and Ohio, calling upon 
Industrial and consumer accounts and 
agencies is anxious to sell an additional 
and accepted publication. Interested pub- 
lisher write. . . 

Box 4228, ADVERTISING AGE, 
200 E. Ulinois St., Chicago 11, Il. 


TRADE PUBLICATION TO REPRESENT 
in Central west and southwest Southern 
Indiana, Southern Illinois, Missouri, Ok- 
lahoma, Texas. Thoroughly acquainted 
with both industrial and distribution fields 
Box 4230, ADVERTISING AGE, 
200 E. Ulinois St., Chicago 11, Ill. 


209 S. State St. Ha 7-2063 Chicago 
INDUSTRIAL COPYWRITER 
Man with extensive experience writing 


heavy industry. Established ad- 
vertising agency in large Midwestern city. 
Excellent opportunity, congenial atmos- 
phere. State salary, background, itn com 
plete confidence 

Box 4227, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, lll 


copy tor 


BUSINESS OPPORTUNITIES 
TRADE PAPER FOR SALE 
Over 20,000 circulation CCA, NBP. 18 
months old. Serving one of country’s top 
growth industries. Reason for sale: pres- 
sure of other 


interests 
Box 4238, 


ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
LOOKING FOR A FUTURE? 
Opportunity for a top-flight Sales Exec- 
utive to operate and manage Branch 
Plant in Midwest territory of firm man- |} 
ufacturing and selling expendable house- | 
hold products to department, chain and | 
gift Sales now in seven figures. | 
Requires substantial investment with | 
compensation in salary and profits. Give | 
complete details first letter to expe- | 
rience, qualifications and available capital. | 
Will be held strictly confidential 

Box 4229, ADVERTISING AGE 


stores 


tive with a successful record of 


produce promotional material as 
packaged foods, beer, appliances 
United States. Client list includes 


Straight salary. 


dential. Our organization knows 


Box 23, Advertising Age, 200 


Account Executive Wanted 
with creative ability and experience 


Excellent opportunity for an aggressive, energetic account execu- 
accounts. We want a man with a wealth of sound ideas, plus years 
of experience in all phases of advertising. Must also be able to 


write good copy, to assist in over-all planning, and to plan and 


Should have experience on consumer goods such as beverages, 


This position is in Chicago in one of the top 50 agencies of the 


In replying, give complete personal data, a resume of your ex- 
perience including specific facts as to what you did on each account 
and each product, and salary expected. Replies strictly confi- 


actually directing and keeping 


well as publication advertising. 


and others. 


many large National advertisers. 


of this ad. 
E. Illinois St., Chicago 11, Ill. 


801 Second St., New York 17, N. ¥ 


Uda... 
MAXWELL 


FAiGH SPOT 
DISPLAY 


NL 


WANTED... 
CONTACT-CREATIVE MAN 
WHO KNOWS FARMING 


There’s a real spot for a man 
who knows farmers, farm prob- 
lems and the farm market in 
large, well-established 4A agen- 
cy in midwest. This permanent 
position will be contact-creative 
with emphasis on planning farm 
advertising and merchandising 
for one of our most important 
clients. Salary according to 
ability and experience. Write in 
confidence, including snapshot, 
and giving full details to Box 18, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Ill. 
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Ware's HIGH STYLE in LOW COST FoaRs 
Join Fisher's Five Budgeteers! 


HIGH FASHION IN FOODS—Fisher Flouring Mills is telling housewives in such 
newspaper copy as this that economically prepared foods are a la mode. 


Fisher Flouring Mills’ Reassuring Note: 
Economical Recipes Are Quite in Style 


SEATTLE, Jan. 15—A new series 
of food advertisements, done in the 
manner of fashion advertising and 
promoting economy in food as be- 


ing stylish, has been started by 
Fisher Flouring Mills Co. The 
campaign uses major dailies 
throughout the Far West, plus 
radio. 

“Go happy! Go thrifty! Go bud- 
geteering!” is the theme through- 


out. The opening ad, running in 
larger papers in 1,640-line size, 
sketches five types of homemakers, 
labels each a “budgeteer” and pre- 
sents for each a recipe that saves 
both money and time. The sub- 
caption reads: “Here’s high style 
in low cost foods. Join Fisher's 
five budgeteers.” 

Each recipe is for a one-dish 
meal. Tie-in dealer material en- 
courages retailers to build dis- 
plays of related products that 
housewives will need in making 
home-baked budgeteer foods. 


@ Consumers also are urged to 
send in their own “favorite bud- 
geteer—any money-saving, time- 


saving recipe using Fisher prod- 
ucts.” With the recipe must be a 
Fisher box top. For each recipe 
published in the campaign, Fisher 
will pay $10. Initial response is 
reported “phenomenal.” Three of 
the five recipes in the second set 
of ads were sent in by housewives. 
Characteristic of the effort to 
pitch the campaign on style, news- 
paper artwork uses apparel ap- 
peal in selling food. The work is 
that of Gerry Hinkle, artist for 
Best’s, Seattle women’s store. 
Pacific National Advertising 
Agency handles the account. 


CBS-AM Promotes Faust 

Dudley Faust, an account execu- 
tive with the radio network sales 
department of Columbia Broad- 
casting System, New York, since 
September, 1950, has been pro- 
moted to eastern sales manager 
for CBS-AM. 


Michener & O’Connor Moves 

Michener & O’Connor, Harris- 
burg, Pa., has moved to new quar- 
ters at 1007 N. Front St. 


NEED A RADIO AND 
TV DEPARTMENT ? ? 


Yes, a radio and television DEPARTMENT 

. that’s what we said! Two creative- 
minded radio and TV specialists, with 
years of experience handling national and 
regional accounts for leading 4-A agency 
in Chicago, are ready to service a limited 
number of small non-competing agencies 
in the midwest! We have a combined 
background of over 20 years as radio, 
television, theatrical and motion-picture 
writers—producers! We're all set t 


radio, TV, and motion-picture problems 
off your shoulders! We can save you 
time, trouble and money! We're expecting 
to hear from you! 
Write Box 19, Advertising Age, 
200 East Illinois St., Chicago, Ill. 


40% interest in rapidly 
growing magazine offered 


for sale for $50,000 


Now in 9th month of publication it is | 
the finest opportunity ever offered | 
national advertisers to tie in with 
leading dealers. Process color on finest 
stock. Saturation coverage in each | 
trade area. Ad volume up 400% in last 
4 months. Need funds to expand staff 
49 Box 21, vm a 4 Age. 
200 E. Illinois St., Chicago 11, Il 


PRODUCTION SUPERVISOR 


Top-ranking creative display manager. a 
experience, able to produce ideas, desig: 

make Point of Purchase sale model Gases for 
quantity production. Thoroughly familiar with 
news 4 . Plastics, and metal. Formerly 
headed display dept. for largest liquor distiller 
Metropolitan area. Min. $7500. 

Box 24, Advertising Age, 
801 Second Ave., New York 17, N. Y¥. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


ADVERTISING AND 
PUBLICATION EXECUTIVE 
AVAILABLE 


Now in a position of top responsi- 
bility ah © five-figure income 
but seeks a long-term and ex- 
panding challenge, stimulating 
personal associations and the op- 
portunity for building his future 
in a progressive organization. 

He works harmoniously with 
others and has the initiative and 
experience to give positive lead- 
ership. Still in his mid-thirties, 
16 years of creative and manage- 
ment productivity best qualify 
him for agency account work; 
magazine promotion, public rela- 
tions and business management; 
industrial advertising and sales 
promotion management.: 

Your letter or wire’ will be 
treated with strict confidence and 
answered immediately. 

Box 20, Advertising Age, 
801 Second Ave., New York i; N.Y 


ADVERTISING COPY WRITER 


Agency with outstanding 15 year record 
of providing prominent arenes J accounts 
with comprehensive service— litera 
ture, service manuals, pubiielty. market 
surveys, field research, etc. Unusu 
portunity for man with industrial writing 
experience. Spencer Curtiss, Inc., 1134 N 
Pennsylvania St., Indianapolis 2. 


SPACE SALESMAN 
Leading newspaper representative 
organization looking for good man 
in Chicago. Send resume of back- 
ground and experience. Applications 
will be held in strict confidence. Box 
22, Advertising Age, 200 E. Illinois 
St., Chicago 11, Ill. r 


Writers Name PR Agency 
Cleary-Strauss & Irwin, Holly- 


McCanns Start Program 
for Megowen-Educator 


Zlowe Appoints Shaw 


Bernard Jay Shaw, formerly 


Alfred and Dora McCann, who with WATV, Newark, has joined wood, has been appointed public 
already conduct six programs Zlowe Co., New York, as an ac- relations counselor for the Screen 
| weekly over WOR, New York, count executive. Writers Guild. 


will start a new weekly 20-min- — 
ute show over the station on Jan. . ‘ . 
24 at 2:05 p.m., EST. Megowen- 
Educator Food Co., Lowell, Mass., 
will be the sponsor. John C. Dowd 
Inc., Boston, handles this account. 

The McCanns will use the time 
on the new program to give listen- 
ers tips on good buys in meat, pro- 
duce and other food products. 
Grocers will be invited to submit 
money-saving specials for use on 
the broadcast. Megowen-Educator 
also has been added to the list of 
participating sponsors for “The 
McCanns at Home.” 


Shinn to Montgomery Agency 

Jess M. Shinn, formerly with 
the Portland, Ore., office of West 
Marquis, has been appointed an 
account executive of Richard G. 
Montgomery & Associates, Port- 
land. He succeeds John Hanselman, 
who resigned in December to open 
an agency with Jack Clenaghen in 
Portland. 
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Che Evening Bulletin: | 
FIRS in Department Store Advertising j 
rR in Retail Advertising 


riko in General Advertising | 
RST in Automotive Advertising gq 


75 in Total Advertising My 


Here’s the reason: 


The Evening Bulletin is Philadelphia’s most productive daily advertising 
medium because it goes home, stays home, is read by more families than 
read any other Philadelphia daily newspaper. Philadelphians believe 
in The Bulletin. 


Here are the 1951 linage figures: Evening Bulletin Bulletin Lead | 


Department Store Advertising 6,350,000 1,700,000 
Retail Advertising 14,550,000 3,130,000 
General Advertising 3,580,000 1,000,000 
Automotive Advertising 960,000 275,000 
Total Advertising 24,700,000 2,350,000 


Source: Media Records. Wine and Liquor advertising, which The Evening Bulletin 
does not accept, is excluded from General Advertising. 


New York 17, New York ~ 
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PHOTOGRAPHIC 
REVIEW 
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i ‘GAMBLE-EERS’ HONOR GAMBLE—Twenty-three years ago former 
employes of E. Ross Gamble’s media department at Leo Burnett 
| Co. decided to form a club that each year would meet to honor 
their well-loved ex-boss. Taking the name “Gamble-eers,” the 
alumni have been meeting ever since. Attending the 23rd annual 
meeting on Jan. 10 in Chicago were (left to right): Standing, 
Joe Wahler, western manager of Quick; Glen Mills, Harvey & 


GUY AND DOLLS—Robert Aldo, singing star of “Guys &-Dolls,” poses with three 

of the redhead models who helped Peter Pan Foundations introduce its new line of 

swimsuits with built-in bras—Hidden Treasure or Inner Circle, as you wish—at a 

fashion show in the Sherry Netherland Hotel, New York. The new line will be on 
the market for spring. Rogers & Cowan is the agency. 


ru-erto rien 
The Get in Gettelman 


© aacause Teen's stifl competi- 
tion for tavern walls in Milwaukee, 
a small brewer has come up with 
a cute —— stunt 
Gettelwan Brewmg Co 
found that al! chotce ad space was 
taken—leaving only walls that were 
hroken up by windows, drainpipes 


and cluttered yards. So it commis . 
woned an artist named Elton Graft 
to make its uninhibited trademark, 
“Feitzie,” at home in. cramped 
quarters 

Fritzie proved a Pied Pi for 
beer drinkers, and now all tav 
erm are clamoring for his services. 


CTD tn ,,l 


OPEN HOUSE—Among the 500 people on hand for the grand opening of WOR-TV’s 
new production center—Television Square—in New York recently were Dave Nyren, 
left, and Bernie Rasmussen, both of Ruthrauff & Ryan. The doorman is Dave Ballard. 


THE BUDGET’S PLEASING—Benrus Watch Co., which last year 
invested $2,200,000 in advertising, will spend $3,000,000 in 1952, 
all for radio and video—a haif-hour of “Show of Shows” on 


in New York, are (I. to r.) Alan Drucker of Benrus’ advertising 
research staff; Manny Bohn, advertising production; Sam Feld- 
berg, general manager; Len Tarcher, account executive, J. D. 


PAT FROM PAGEANT~—Although Pageant carries no advertising, 
its February issue carries this two-page editorial salute to the 
Gettelman Brewing Co., Milwaukee, for its clever use of walls 


BRISTOL-MYERS SWITCHES—Robert 8B. Brown, presid 


41 


Mills; Jack Nielsen, Columbia Broadcasting System; Jack Kelly, 
look; George Anderson, Schenley Industries; John Schuman, 
advertising manager of Norge. Seated: Tom Bohan, This Week 
Magazine; Carl Eckhardt, Macfadden Publications; Mr. Gam- 
ble; Ken Gordon, general manager of KDTH, Dubuque, la.; 
Jack Wenger, Capper Publications. Five other members of the 
club missed this meeting. 


Tike he Ort tO 2 matancw 


Topping Gademast has he owe window 


Rugyed terran camer step beeetie hairy Fritrir tnews what toys apetnirs wont 
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“broken up by wind etc.” G finding 
few good sign positions aman hired artist Elton Grafft to 
adapt the ‘‘Fritzie” trademark character to each spot available 


, 


t of the p division, 


Bristol-Myers Co., New York, signs for the transfer of the TV version of “Break the 


NBC-TV, TV spots in more than 60 cities and radio spot an- 
nouncements in up to 75 markets. Among those obviously pleased 
by the news, announced at Benrus’ recent annual sales meeting 


Tarcher & Co., Benrus agency; Harvey Bond, Benrus ad mano- 
ger; Willard Frazer, sales promotion manager, and J. D. Tar- 
cher, president of the Tarcher agency. 


Bank” from NBC to CBS. Looking on behind him (left to right) are Donald K. 
Clifford, president of Doherty, Clifford & Shenfield; emcee Bert Parks, and Fred 
MM. Thrower, sales v.p. for CBS-TV. 
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Buy More Wastepaper in ‘51 

Mill purchases of wastepaper in 
1951 approximated 9,000,000 tons 
compared with a previous high of 
7,895,000 tons in 1950, according 
to figures released last week by 
the Eastern Conservation Commit- 
tee of the Wastepaper Consuming 
Industries, New York. Consump- 
tion of wastepaper in ‘51 was 
8,750,000 tons, as against a pre- 
i|vious high of 8,009,000 in 1947 
These figures are for the entire 
country. Eastern mills’ consump- 
tion of wastepaper in ’51 exceeded 
that of 50 by 8.3% and was 25.9% 
greater than in 1949. 


Conde Nast Promotes Brant 

Francis L. Brant, assistant 
comptroller of Conde Nast Pub- 
lications Inc., Greenwich, Conn., 
Since 1948, has been named as- 
Sistant general manager of the 
Vogue pattern division. 


Franklin Joins Shannon 

Allan Franklin, formerly with 
Redbook and the New York Sun, 
has joined the eastern sales staff 
of Shannon & Associates, New 


| York, publishers’ representative. 


New, Low-Cost Photoengraving Method 
Promises to Eliminate Stereotyping 


CLEVELAND, Jan. 16—A fast, low- 
cost method of photoengraving de- 


signed to eliminate stereotyping 
from the printing process has 
been developed by William F. 


Alexander, superintendent of the 


engraving department of the 
Cleveland Press. 
The process combines photo- 


composition of copy with a new, 
fast-etching metal, which until 
now has been the missing link in 
the combination. 

Mr. Alexander developed the en- 
graving alloy, which is used on 
Fotosetters of the Intertype Corp. 
Robert T. Hendrick, president of 
the Wire Coating & Mfg. Co., help- 
ed with the experiments. The com- 
pany currently is producing the 
metal in limited quantities. 


@® The creators promise sharply 
reduced production costs and a 
smaller capital equipment outlay 
for newspapers and printing shops 


using the new method. 

It is scheduled for a formal in- 
troduction in an exhibit at the 
Great Lakes Newspaper Mechan- 
ical Conference, Jan, 20 to 22, in 
Detroit. An experimental “front 
page” of the Cleveland Press, pro- 
duced by the new method, will be 
displayed. 

Here is how the process works: 

Copy from the editorial and ad- 
vertising departments—prepared 
as it is at present—goes to opera- 
tors of the Fotosetters. Copy is set, 
not in metal, but on photographic 
film. A turret of pre-focused 
lenses, swung into position by a 
dial, provides for duplication of 
any letter or character, in a multi- 
tude of faces, in all usable sizes. 


® Fotosetter machine controls en- 
able the operator to select the de- 
sired style of type, point size, line 
length and space between lines. 
Lines are justified automatically. 
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Reproduced copy, on film, is re- 
moved from the Fotosetter in roll 
form. 

| These films are assembled under 
| direction of makeup editors, or 
| from dummies prepared by adver- 
| tising and editorial departments, 
| into full pages, either conventional 
or tabloid. The page-size films are 
| then photo-engraved as in the 
| Standard method, but upon the 
;newly developed, fast-etching 
| metal. 

The special alloy permits ex- 
treme speed in etching, since the 
acid swiftly eats non-printing 
areas to proper depth. The result 
is a page-size metal sheet which 
then is curved to the contour of 
the rotary presses by a curving ma- 
chine. The curved plate then is ap- 
plied to a dummy cast and the 
presses are ready to turn. Thus, 
the stereotyping room has been 
by-passed, except for the curving 
operation, and that too could be 
done in the engraving department. 


® The photoengraving metal used 
is a combination of different 
metals which have been used for 
many years in the industry, Mr. 
Alexander said. The top structure 
| is an alloy that permits perfection 
both in line and halftone proces- 
ses. 

Magnetism is used beneath the 
printing surface to produce a rec- 
ord speed, Mr. Alexander said. The 
process is said to require no change 
whatsoever in the equipment of a 
photoengraving plant. 

One of the metals used—mag- 
nesium—is now on the critical list 
but will be available in large quan- 
tities when magnesium plants now 
under construction are put in op- 
eration, Mr. Alexander believes. 

The veteran engraver says the 
direct printing plate makes pos- 
sible a much finer screen in half- 
tones; color plates without mat dis- 
tortion or shrinkage, and provides 
wearing qualities “far superior” to 
any metal previously used in news- 
paper printing. 


Issues Comprehensive List 
of Hobby, Crafts Industry 


First section of a master catalog 
|of the model, hobby and crafts 
industry will be distributed by 
Fox-Shulman Publications, New 
York, to 7,000 jobbers and dealers 
on Feb. 1. When distribution of 
| the last 12 sections is completed in 
| August, the publisher says it will 
comprise a master catalog listing 


| everything made by manufac- 
turers in the trade 
Distribution to jobbers and 


| dealers will be free of charge, the 

recipients having the option of 
purchasing, at cost, an over-all 
metal binder. The catalog is a 
|}compilation of the actual catalog 
| of each manufacturer represented, 
| and will be printed to standard 
size specifications for standard 
three-ring binders. 


Griswold Named Chairman 
of ABP Ad Contest Judges 

W. E. S. Griswold Jr., president 
of W. & J. Sloane, New York fur- 
niture merchant, and past-presi- 
dent of the National Retail Furni- 
ture Assn., will be chairman of the 
judges in Associated Business 
Publications’ 1952 contest for ad- 
vertising in merchandising papers. 

The panel, which will include 
executives, merchandising manag- 
ers and buyers from wholesale, 
distribution and retail levels, will 
select winning campaigns Feb. 13 
|in New York. Awards to winning 
companies and agencies will be 
presented in New York on April 
15. Closing date for entries is 
Jan. 31, Leo Williams, advertising 
|}manager of Retailing Daily and 
| ABP chairman of the project, an- 
nounced. 


Benanti Buys Danbury Agency 

Hector Benanti, formerly a 
copy and publicity writer for Pre- 
mier Foods, Hartford, has ac- 
quired Danbury Advertising 
Agency, Danbury, Conn., formerly 
operated by Paul Annable, who 
has joined Heyman Hardware Co., 
Danbury, in an executive capa- 
city. 
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1951-50 and December Advertising Pages and Linage in National Magazines 


Official Figures as Compiled by Publishers Information Bureau 


Publications with an * report 


directly to ApverTIstnc AGE 
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tNewsweek 237.4 1918 28996 2,538.8 630 80,409 1,217,409 1.065.068 | Seem Rend 6 (07 955 042 3.700 4.589 40.933 44,680 
sertauics Bo 50 3500s ST PATE | Scholastic Magazines <2... _184 179 _ 2795 _295 __7.727 7510 _147,317 _92.177 
Saturday Evening Post ....... 316.6 316.0 4,362.5 4,425.0 215,211 214,774 2,965,079 3,007,757 | _ Total Group 812 656 837.7 6966 39,679 2,813 405,828 2.794 
t*Saturday Review of #Not included in totals. “istarted publication in July 1951; November-December issues combined. "No August 1951 issue. 
Marana gi gt Sls St Bee ee BE | Outdoor & § 
= MS CD sccccescccns & ‘ . 5 } , 
ih s News Wore “ea 2895 2348 3809.4 3.3927 121.577 96,590 1,599,289 1.399.079 | santrican Ritlemar woe $65 495 5937 9222423 21.249 254710 253.541 
pales 1382 884 16711 11165 $7,982 37,115 _ 701,388 + 460.188 | field & Stream ......... aso eer = 0 (Ute lCU CR (Ue 
pen Grup ......----5 2,295.5 2,098.9 26,8081 25,1795 1,245,435 1,156,261 14,780,564 14,082,721 | ++*Hunting & Fishing .... 217 ° 319.1 9.322 apie 136.841 
tFive issues in December 1951: four issues in December 1950. Not included in totals. ¢Larger page size (429 lines) Outdoor Life ........... 411 42.8 635.1 663.8 17,629 18, 362 272,519 284,833 
in 1950. §Four issues in December 1951; five issues in December 1950. *Outdoor Sportsman ....... 93 123 137.7 127.0 4.014 5,411 5s, $4,542 
Sports Afield ........... 38.4 38.3 594.0 686.3 16,484 16,431 254,765 294,300 
Women’s Total Group .......... 209.5 “2042 28555 3,045.8 89.925 ~ 87,748 1,224811 1,306,099 
*American Family ......... 1L5 7.0 131.2 93.8 4.930 2,989 56,294 40,270 | #Not included in totals. +Combined with Outdoorsman effective February 1951. 
Better Living .... 30.2 — 228.3 — 76 — 137545 os 
#°Everywoman’s .......... A — 6 — — x — 7 . 
Family Circle ........ 58.7 49.1 687.8 09.6 25.131 21.069 294,724 261,505 Figures in Thousands 
Good Housekeeping .......... 118.9 127.8 1,722.1 1.7749 50,922 54,714 737,123 759,741 Magazine Linage Trend 
*Holland’s Magazine ........ 18.7 16.0 2399 2592 028 6.876 2.978 111.166 
Household ................ 37.3 28.8 534.7 570.6 15.980 12,336 228,967 243,952 | 
Ladies’ Home Journal ....... 100.4 119.2 1,387.7 14596 68.258 81.089 943.472 992.291 | 
McCall's Magazine .......... 62.0 55.5 873.3 825.3 42.150 37,700 593,712 561.475 | i, SE: 
Parents’ Magazine ........ 62.6 71.9 796.6 815.3 26.778 30.766 1,194 348.917 | 
Seventeen ........ soca ae 606 595 11583 11937 41.215 40,447 787,554 «811.732 | pec.(634  ~—s«sK [634 ——iézd: 
Today's Woman ........ 48.9 49.3 782.3 645.9 20.978 21,136 335,446 276,954 
*Western Family: | 
Southwest Edition oF 27.4 326. 437.3 477.6 11,761 13,994 187,708 205,749 | Nov.[606 : 
“#-:Mountain Edition ... 22.3 a 121.2 ae 9.575 ae 52,057 | - 
#No. Calif. Edition ...... 24.4 23.7 390.5 124.9 10,461 10,153 167.501 53,564 | 1950 
#Northwest Edition ....... 248 292 4175 418.2 10,647 2,506 79,202 179,350 
Woman's Day ......... ; 65.4 455 8115 4 27,965 19,515 347,522 293,625 } 
Woman's Home Companion .... 65.5 72.4 945.4 951.5 44,547 49,196 642,783 895 
WN IN ahd cecees 737. 734.6 10,508.11 10.3614 "388,643 391,778 5,599.477 5, or 272 
#Not included in totals. “Started publication with May 1951 issue. °Started publication with January 1951 issue. See note | 
at end of linage tabulation. “Started publication with September 1951 issue. °Started ti with § 950 issue WOMEN'S BUSINESS 
1951 
General | 1951 : 
*American Artist ........... 345 33.2 3654 3631 14478 13,952 153.460 152,508 | vec.[389 | pec.|375 
*American Forests .......... 11.7 12.0 190.1 183.5 4,900 5.040 79.870 77,070 
American Legion .......-.. 146 119 1998 182 6150 5021 84013 76887| |NOV.(547 | INOV.397 | 
American Magazine .. . 24.4 30.5 350.1 407.7 10,236 12.796 146 171,175 | 
GOD: cxacasaes: 21.3 20.3 236.8 182.0 9,125 8, 101,628 78,026 1950 1950 
Atlantic Monthly . 36.3 26.0 2526 238.8 15,253 10.895 106,041 100,519 
*Christian Herald 34.3 35.1 58.6 465.7 14,729 15,071 196.690 199,800 | | DEC. DEC. F4-1¢) 
*Columbia ...... 3.6 4.9 70.9 79.8 2.418 340 180 54.281 | 
Coronet 15.0 210 2260 225.0 2.730 3,822 41,132 .950 
te ee CC ee et ee ee 
ag agazine . LE 63. 66.2 AT 6 : : 
nea Sass Eek Bie 25 48.0 631.0 494 6 42.633 32.680 429 303 336,290 Science & Mechanics 
s Magazine ... 0.7 9. 118.6 20.5 59 , . ix Iustrated ........ 78.5 70.5 828.3 850.1 17.585 15,787 185,539 190, 
Esquire. 1701 1687 ©8775 «836215675 114.837 596.758 69.716 | promar Meckames’ |=? «BOT «LSAT 16820 27923 «2906273369. 
ale an nn nn nn nn ee + Si 1308 119.4 1.4322 1526.3 29,307 26,780 320,840 341, 
*Grade Teacher 23.7 218 333.4 3343 10,440 9.634 147005 _—=«:147,480 Total Group . 334.0 319.6 3,808.2 4.0254 74815 71,589 853,052 991, 
Harper's Magazine 29.6 23.2 224.6 3255 12418 9.696 94,112 136,515 
stead He] gi GE Se Bis git De) 38) Detecuve 6 Fiction 
* mprovement ra \ 2 59. t x y s 
“Instructor 188 190 2715 2811 12,825 2, 185.767 192,902 | OW Meme Gree ee a a on 15.935 “at 
*Motor Boating ... . 544 60.3 8978 984.0 31,973 35,427 527,879 S483 | Spopular Fiction Group ... 157 186 1897 182.2 3.506 4.158 42.459 % 
National Geographic 37.5 43.5 442.3 476.9 8,925 10,353 105,206 113,424 *Thrilling Fiction Group os 13.0 11.0 137.7 140.9 2.912 2.466 30.822 31. 
*Our World 334 24 3149 2997 22679 17,959 213,967 203.736 - — a Or Oe OO OTH ” 
©Promenade : 31.7 318 282.9 284.5 3, 13.621 121.337 122.101 Total Group .......... §2.1 515 54.9 552.3 16,602 16,081 171,251 ~ 167.1 
Redbook Magazine “ 19.7 24.1 280.0 276.2 8.431 10.341 20.050 118,518 Not included in totals. §Group contained three magazines in December 1951; two magazines in December 1950 
t*Rotarian Jee 10.8 8.5 89.6 84.8 4,556 3,586 075 244 ; 
a ue BE 83 1s 3d tn ees ae | Farm ) 
*Spo Bessanody A S * ' ‘ A i o i : y : i 417 
Town & Gauntry 760 795 9317 «817.2 SLO72 «53.375 625.775 548.605 | Country. Gentleman 367 T1493 10764 © 88.996 BOSS. 782130 «800 
True 532 48.7 405.5 404. 2,768 20.907 3.961 173,792 | Farm Journal ............ 895 821 11007 11643 38.366 35.213 471876 504.0) 
Vatiag ...66.. 55.4 56.1 877.9 957.1 32,575 __ 32,987 516,405 562.774 +Farm & Ranch with Southern 
Total Group 4170.9 1140.0 11.8173 11,8774 633,584 610.115 6.244617 6,213,188 Agriculturist ........... 36.3 37.1 4368 4903 24,760 25,259 297.087 337,5 
tLarger page size (429 lines) in 1950. Not included in totals. *November-December issues combined. tProgressive Farmer ...... 81.7 66.0 979.2 955.9 55.533 899 5.862 650.6 
| Successful Farming 89.0 83.8 1,137.6 1,167.7 40,038 37,688 511,790 525.2 
Home | Total Group 434.7 396.2 5,397.6 5,568.2 252,757 229,604 3,132,968 3,234,962 
American Home ........ 40.1 43.9 748.0 737.1 25.341 27,751 472,494 465,779 | See note at end of linage tabulation. 
Better Homes & Gardens ae 1119 109.9 3,724.9 1.726.2 70.680 69,423 1,089,911 1,091,011 | 
House Beautiful 127.7 110.7 1410.1 1,349.6 Y 69,933 890.604 852,277 | Newspaper Sections (I) 
House & Garden ........... 95.5 9 1,164.0 1169.2 60,288 56,145 734,880 734,127 | (wationally Distributed 
Living .. 45.0 28.9 540.6 321.9 28,449 18,25] 341,340 203,338 | with Sunday newspapers) 
Sunset Magazine 76.3 69.4 1,045.8 891.1 2.045 29,130 439,212 374,241 | American Weekly ... 30.9 56.4 526.6 729.2 BSR 56.223 524.928 727 
Total Group 496.5 451.7 6633.4 61951 297,469 270,633 3,968,441 3,720,773 | Parade ..... 28.7 318 4578 4711 24,375 27.037 388.67 400,124 
| This Week Magazine 437 556 7412 775.8 7,198 7.228 580.819 659,127 
Fashion Total Group ....... 103.3 1438 1,7256 1,976.1 92.431 130.488 1,494417 1,786,317 
OS ee 566 440 7628 780.5 24,291 18,873 413,217 334,917 
Glamour 67.2 68.8 1,186.1 1,193.5 8 29.526 508,739 512,129 | Newspaper Sections (II) 
i se “gts tise tisos stage Sram | Stoe SRR | a sty meme, meter 
Mademoiselle u J . ‘ » ‘ ij 98,112 : 
— 136 Sel 19587 7824 7740, _ 60667 1208152 LiZs8 | First 3 Markets Group eee 5 236 311.9 362.4 22,450 23,550 311,301 362,010 
Total Group 2 “3805 6,661.1 6.2240 205,928 ~ 204,365 3.504.945 3,297,015 | _ This Week ...... 32.4 %6 427.2 4216 27,505 31,105 362,561 357,611 
| N.Y. Mirror Magazine 1 25.5 482.2 525.5 28.070 25.46 481,550 525,148 
Movie Romance-Radio Malice Ti? 38 Mase MB? Bet Mims Mey ae 
Dell Modern Group 
Modern Romances 25.7 28.7 408.9 «= 414.1 -1.080 = 12,303 178,290 177,546 | Mt Grow ----- OS ES SET FS ERI NE SENS SS 
Modern Screen 31.1 29.3 4224 4248 13,357 12.530 181,124 182,237 
a ees 23.5 25.4 363.9 577.0 10,080 10,889 156,002 161,685 All figures in the following groups were compiled by Advertising Age 
Motion Picture 24.0 228 347.8 370.3 10,315 9,798 149,318 158,952 " 
True Confessions 294 311 4449 4756 608 13,332 190.956 204.081 Comics Magazines 
Hillman es Group So = = a ¥ Pr} he ef om ‘American Comics Group: 
Hillman Movie Group . . . 5 . ‘ 80 (Total 2 Units) ........ ; 3.174 
Ideal Women's Group 8.7 14.2 168.9 152.1 3,730 6.125 75,522 65.455 | teUnit i f aes | B.1 S ; ma ry 4 aan 3 nd = 
Ideal Movie Group 6.1 48 64.1 76.7 2.640 2.044 7,622 32,922 | '#Unit B ...... 5.0 sn 308 ma, 1890 oa 11.645 aoutine 
Ideal Romance Group 11.1 6.2 104.8 100.4 4,781 2.671 45,112 43.072 | '#Archie Comics ibd 95 a5 40.5 420 3.591 3.213 15,300 15.876 
Personal Romances ‘ 0 5 18 186 35.9 ; 337 7 6.708 15.420 Faweatt Comies Group .. 6.0 6.0 52.3 575 2.268 2.268 19.775 25,523 
x=t*Quality Romance Group — — . _— — 'z 3024 513 
Screenland Unit 211 232 «3146S s«267.7 «= 9.080 «9.953 «235060 «14.912 Gleeson Public a a ey a en. ne 77} 
“Seas @ eeu: 13.0 164.1 5.577 70,326 =o 
= {Revealing Romances —_— —_—_ , —_— (Total os ’ n— =< 71.820 % 
Secrets j 183 210 2879 2325 7300 9016 106585 99812 Spey ine —_ —- Ss = 5S ae inen? 
True Story Women’ s Group Bi — — 3,940 738 
"phetopiny ... 34.5 293 452.9 4855 14,792 12,565 193,805 208,147 ee ee ae 7 a HY -7] aa Ly a4 phn 
Radio & Television National Comics Group: 
Mirror 229 191 302.1 323.7 9,799 8.184 129,483 138,780 (Total 2 Units) .. 20.7 155 1468 1405 7,812 5.859 55.446 52.124 
True Experiences 23.6 21.5 3114 340.3 10,108 9.207 133,516 145,932 Red Unit ....... 113 83 78.2 16.6 4284 3,119 29,613 28.828 
True Love Stories 24.5 20.2 316.7 330.3 10,514 8,662 135,431 141,693 Blue Unit cit 4 93 73 68.2 633 3.528 2.740 25,833 23,901 
True Romance 23.0 22.9 327.9 359.9 9.857 9,805 40.699 154,376 quality Comic Group .. 35 40 30.4 440 1'323 1'512 14751 16 416 
True Story 48.3 55.3 _ 633.9 — 6942 va 710 23,919 271,727 297.606 Standard Comics Group .. 75 40 498 37.0 2.835 1.512 18.837 13,986 
Tota! Group , ; 391.5 394.5 5,348.6 5,683.6 68.023 169,157 2,337,419 2,438,593 Total Group . “750 410 422 3996 17,010 15.498 ~ 155603 153,543 
=Not included in totals. tStarted | with S 1981 issue. Checeed from bi-monthly to monthly effective Not included in totals. ‘November-December issues combined. “Units A and B were combined during 1950. §No November- 
950. 


February 1951; not published during 1950. 
NOTE: Figures for each publication in the Dell, 


Business 


Business Week 
Dun's Review 


Fawcett and True Story groups include all advertising carried by 
the groups as a whole PLUS additional advertising carried by each individual publication. 


183,669 131,695 2,029,104 1,589,883 
19,697 14 468 239,987 199,317 
10,176 7,138 162,915 145,280 
90,218 72,206 908,026 742,758 


December issue in 1 


Canadian National Weekend Newspapers (Rotogravure Linage) 


oer rerercry 49.5 49.5 618.6 
ei Sidille 6b sstboseos 50.4 50.4 637.9 32 ? 
Ster Weekly re 60.5 55.3 898.0 832.2 
#tWeekend Picture Magazine 52.3 —— 316.8 — 


UL OL . BEPEEUrEe Tree 


160 
#Not included in totals. {Started publication in September 1951. 
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44 Advertising Age, January 21, 1952 
Pages Lines - - - Pages ~ -- Lines 
, Dec. Dec. Year Year Dec. Dec. Year Year Dec. Dec. Year Year Dec. Dec. Year Year 
1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1 1951 1950 1951 1950 
Canadian French (Paris) - 98.0 100.0 843.0 686.0 17,150 17,500 147,525 120,050 
1 98.0 82.0 847.0 72. 17,150 14,350 148,225 117,600 
Canadian Homes & Gardens 55.2 47.9 606.5 565.9 37,563 32,594 411,593 381,223 —_ ——— Peo 32.0 38.0 335.0 oe 5.600 6.650 58,625 57,400 
Chatelaine > 39.8 38.8 552.5 473.0 27,065 26,401 75.730 325,095 German (Germany) 72.0 44.0 431.0 309.0 13,104 8.008 78,442 238 
Maclean's 67.7 60.3 765.7 688.7 063 41,031 520, 468,315 | German (Swiss) 36.0 40.0 329.0 3160 6.552 7,280 59.878 57,512 
yo PE 676 68.3 664.9 663.1 45,959 46.430 452,157 = 450,867 Peed 51.0 420 4785 332.0 8,772 7224 32,288 60.0 
leader's Diges nick sacnaed 27.0 14.0 241.5 130.0 4,536 2.312 40,572 x 
English Edition 67.5 75.0 825.0 735.0 12.285 13,650 148,142 133,770 pal Troop 41.0 28.0 311.5 175.0 7,462 5.096 56.693 33,430 
French Edition 70.5 76.0 839.5 763.5 12,831 13,832 152, 138.957 iMexican .......- 87.5 105.0 765.5 655.0 15,925 19,110 138,691 119,462 
Revue Moderne 28.0 32.0 342.3 327.8 19,027 1,760 232,786 222,980 ‘New Zealand 32.0 8.0 246.0 8.0 5.824 1.456 44,772 1,4 
Revue Populaire, La 30.5 35.3 379.9 365.1 21,407 24,731 265,678 255,525 Norwegian 140 14.0 180.5 102.5 2.38 2,380 30, 17,420 
Samedi 33.8 8632.3 | 423 373.6 23619 22,560 295.877 261,334 Portuguese 97.0 90.0 8795 7845 16,975 15,750 153914 137,375 
§Saturday Night 125.1 $1.9 10447 1,058.9 85.096 55,676 710, 720,084 South African ..... 76.0 52.0 0 492.0 3, 9. 119.552 88.0: 
§Time-——Canadian 144.0 126.5 1,717.5 1,404.6 60,480 53,140 721,490 589.970 Southern Hemisphere 56.5 77.0 533.0 564.0 10.283 14.014 97. 102.828 
Total Group 729.7 6743 81615 7.4242 391,395 351,805 4,287,388 3,948,120 Spanish (Argentine) 76.5 90.0 905.5 808.0 13,923 6,380 164,711 149,965 
§Five issues in December 1951; four issues in December 1950 DD - s.cb eenakewe 46.5 40.0 .0 258.5 8,649 7,440 87, 59,529 
tTime—Atlantic ....... 70.2 40.3 716.9 4717 29.470 16,940 301,140 t 
Foreign reste Aes 3 2 ue fe oe fe es se 
iTi Pacific ...... 50. . 5 . . . A ‘ 
f | 33.9 7.6 324.3 45.050 23,035 379,015 220, 3; , ———_—- a ee —— 
J ee A % ; 29.3 ry 2 344.4 15.4 12,320 182,348 ianeee Total Group 1,602.4 1,424.5 14,751.8 11,675.4 399,179 333,406 3,828,167 2,951,541 
| Newsweek—Pacific 94.0 82.0 919.3 790.6 39,480 400 386.100 332,040 +Three issues in December 1951; two issues in December 1950. Not included in totals. ‘Started publication with May 1950 
Reader's Digest issue. “The 1950 figures for Caribbean, Mexican and Southern Hemisphere editions are prior to the Spanish-split, when 
Australian 50.0 35.0 474.0 308.0 9,100 6,370 86,268 056 these three editions were incorporated in Spanish 22. {Five issues in December 1951; four issues in December 1950. 
#2'British 61.0 44.5 506.5 245.5 13.346 8.277 96.1 87,963 Started publication with March 1950 issue. ‘New Zealand edition started publication with December 1950 issue. 
"Caribbean 95.5 108.5 803.5 648.5 17,381 19,747 157,703 118.097 i . 
Danish 33.5 21.0 240.5 133.0 2.345 3,570 37,527 523 NOTE: All sectional advertising of Family Circle, Woman's Day, Progressive Farmer and Farm & Ranch-Southern Agricultur- 
Finnish 10.0 8.0 82.0 62.0 1,860 1,488 15,7 11.472 ist is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the particular edition 
French (Belgium) 80.0 84.0 638.0 £140 14,000 14,700 111,650 carrying the adverisement of the total circulation of the magazine. For example, if a paye advertisement appears in an edi- 
French (Intercontinental) 52.0 48.0 461.0 418.0 9,100 8,400 100,100 77,350 tion representing 15% of the total circulation of the magazine, it is counted in the totals as .15 pages. 
tptaiaindmedaiampanieaiin : 
Kendon Appoints Betty King Atlantis Promotes Van Meter | Beardsley to Russel Seeds Appoirts Townsend Co. Bruce Co. Schedules 
Kendon Advertising, Portland, W. Wesley Van Meter, assistant James Beardsley, formerly a California Farm Bureau Monthly : _ 
Ore., has appointed Betty King, general sales manager, has been copywriter for Ross Roy Inc., has appointed Edward S. Town- Heavy Spring Push 
formerly with Portland Woolen promoted to general sales manager Chicago, has been appointed to send Co., San Francisco and_Los 
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4015 pages * 
of TIME International 
1951 advertising 


a success story told by 
748 advertisers (290 of them new accounts) 


in—TIME 
TIME 
TIME 
TIME 


Canadian . .. 1718 pages 
Latin Ainerican Edition ... 1035 pages 
Atlantic Edition ...717 pages 


Pacific Edition .. . 545 pages 


* 911 pages ahead of 1950 


TIME International 
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Atlantis Sales Corp. Rochester, 


the copy staff of Russel M. Seeds 
Co., Chicago. 


Angeles, to represent it in the Paci- 
fic Coast area. 
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for Cleaner Line 


MEMPHIS, Jan. 16—The heaviest 
spring ad campaign in its history 
is in the works for E. L. Bruce Co., 
which will use newspapers, TV 
spots, service books and trade pub- 
lications during that time for 

| Bruce floor cleaner, cleaning wax 

!and Doozit cleaner. 

{= From Jan. 29 to June 11, 173 
papers in 123 cities will carry b&w 
ads of 100, 200 and 300 lines week- 
iy. Half-page, four-color ads have 
been scheduled in February, 
March, April and May issues of 
Better Homes & Gardens and Mc- 
Call’s. 
| Trade publication ads for Bruce 
| products consist of a series of full- 
page, two-color ads in Chain Store 
Age, Hardware Age, Hardware Re- 
tailer, Housewares Review and 
Super Market Merchandising. The 
company also will use television 
spots and participations in key 
cities throughout the country. 

Christiansen Advertising Agen- 
cy, Chicago, prepared the cam- 


paign 
Grant Opens 29th Office: 
Adds Old Manse Syrup 
Grant Advertising Ine. has 
opened an office in Madras, India, 


located at Parry’s Old Bldg., First 
Line Beach, under the joint man- 
agement of K. Mitra and J. Jay- 
araman. The office is Grant's 
fifth in India, and brings to 29 the 
total of Grant offices throughout 
the world 

Grant’s Chicago headquarters 
| office has acquired the account of 
Oelerich & Berry Co., Chicago, 
| maker of Old Manse svyrun. The 
former agency of record on the ac- 
count was E. H. Brown Advertis- 
ing Agency, Chicago. 


|Olian Appoints Five Execs 

In accordance with a reorgani- 
zation of the St. Louis office of 
Olian Advertising, the following 
executive appointments have been 
made: Irwin A. Olian has been 
elected chairman of the board and 
Harold A. Thomas has been 
|elected president. In addition, 
Irving R. Ohlsen, controller; Jim 
Spencer, copy chief, and Margaret 
Nelson, in charge of radio and 
television, have all been elected 
v.p.s of the agency 


‘Legato’ Magazine Bows 

Legato is a new hobby magazine 
for home organists, the first issue 
of which appeared in December 
The 9”x12” offset publication, with 
a circulation of 60,000, has a basic 
page rate of $295. Bridges Pub- 
lishing Co., 1505 Eleanor Ave., St 
Paul 5, is the publisher. 


Consolidated Sales Climb 


Sales for Consolidated Grocers 
Corp., Chicago, in the 12 weeks 
ending Dec. 15 were sharply higher 
than in the company’s first 12- 
week period. Consolidated’s fiscal 
year ends June 30. Sales for the 
latest 12-week period were $55,- 
500,000 as compared with $38,800,- 
| 000 in the 12 weeks ended Sept. 22. 
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Advertising Age, January 21, 1952 


Liquor Sale High 
in 9 Months of ‘51 


New York, Jan. 15—Americans 
drank more liquor during the first 
nine months of 1951 than in the 
comparable period of 1950—2.4% 
more. 

This liquid statistic was part of 
the latest of True’s continuing 
studies of U. S. liquor consump- 
tion, made public last week. 

Exactly 135,658,536 wine gallons 
of imported and domestic liquors 
were consumed during 1951's first! 
nine months, says True. Biggest 
gain was registered by straight} 
whisky (up 21.9%—and this on 
top of a 72% increase scored in| 
1950 over ’49). 

Canadian whiskies enjoyed the 
largest volume ever chalked up by 
them in any comparable period: 
a 39.7% increase in volume. While 
Scotch showed a small gain, it 
continued to outsell the Canadian 
by about 30%. 


® Ben W. Carrado, industry con- 
sultant who prepared the True re- 
port, said the gain in straight 
whiskies was reflected by a loss 
in the volume of the competitively 
priced spirit blend whiskies. 

Blends still outsell straight whis- 
kies by 3.5 to 1, but the blend 
volume declined by 2,384,601 gal- 
lons (3.1%) during the first nine 
months of last year. 

Vodka is enjoying a rising popu- 
larity, according to the study, 
which showed sales about double 
their 1950 level. A total of about 
800,000 gallons was sold in the 
first nine months of 1951. 

Rum, brandy and cordials 
showed moderate gains which were 
interpreted as “indicating a level- 
ing off of the disruptions which 
tie-in selling had caused” after the 
start of war in Korea. 


ARF Has 105 Subscribers 

Advertising Research Founda- 
tion has started 1952 with 105 par- 
ticipating subscribers, an increase 
of 74 since ARF’s reconstitution 
was announced last September, B. 
B. Geyer, board chairman, dis- 
closed recently. When the first 
meeting of subscribers was neld 
Dec. 3, 88 advertisers, agencies 
and media had joined ARF. 


Quaker Promotes Donaldson 
J. A. Donaldson, formerly as- 
sistant manager of Quaker Oats 
Co.’s eastern sales division in 
Philadelphia, has been promoted 
to cereal sales manager. Making 
his headquarters in Chicago, he 
will direct the sales of the com- 
pany’s hot and cold cereals, Aunt 
Jemima products, flour, macaroni, 
spaghetti, noodles and corn goods. 


Smith Gets V. P. Post 

Ralph G. Smith, president of 
the book business of P. F. Collier 
& Son division, has been elected 
a v.p. of the Crowell-Collier Pub- 
lishing Co. The division publishes 
Collier’s Encyclopedia, the Har- 
vard Classics and other standard 
works. 


‘This Week’ Adds Buchsbaum 

Sanford Buchsbaum, formerly 
with the sales promotion depart- 
ment of WFDR-FM, New York, 
has joined the newspaper rela- 
tions department of This Week 
Magazine. 


Bates Joins Reilly Agency 

Joseph D. Bates Jr., formerly 
editor of Hunting & Fishing, has 
been appointed an account exec- 
utive of Reilly, Brown & Willard, 
Boston agency. 


Hendershot Joins ABC 


Norman J. Hendershot, former- 
ly of Sudler & Hennessey, has been 
named a TV account executive for 
American Broadcasting Co., New 
York. 


Juliano Joins Betteridge 

J. Gregory Juliano, formerly 
with the Detroit News, has joined 
the public relations staff of Bet- 
teridge & Co., Detroit. 


VCMA OFFICIAL FAMILY—Newly elected officers of the Vacuum Cleaner Manufac- 
turer’s Assn. are, left to right: Seated, C. G. Frantz, president of Apex Electrical 
Mfg. Co., secretary-treasurer; Walter Dietz, president of Electrolux Corp., presi- 
dent; W. E. Siabaugh Jr., manager, vacuum cleaner division, Westinghouse Elec- 
tric Corp., v.p. Standing, J. J. Downs, v.p. of Clements Mfg. Co., and Oscar Mansager, 
general soles manager of Hoover Co., executive board members; Alex Lewyt, 
president of Lewyt Corp., and Joseph H. Nuffer, president of Air-Woy Electric Ap- 
pliance Corp., holdover board members. 


Faiella Named Ad Manager 

Pat Faiella, formerly associated 
with the advertising departments 
of the New York Herald Tribune 
and Sun, has been appointed ad- 
vertising manager of Giftwares, 
lrecently acquired by Haire Pub- 
|lishing Co., New York. 


‘Comstock & Co. Promotes 2 


Comstock & Co., Buffalo agency, 
has promoted T. Sloane Palmer, 
media and research director, to 
director of marketing. Donald K. 
Beyer, space and time buyer, has 
been promoted to media director. 


‘Oil Daily’ Names Hartley 
Oil Daily, Chicago, has ap- 
pointed J. A. “Bill” Hartley, form- 
erly national advertising manager 
of the Chicago Journal of Com- 
merce, advertising manager. 


| Lloyd Elected Leedom V. P. 
William L: Lloyd has 


|L. Leedom Co., Bristol, Pa., car- 
pet manufacturer. He will direct 


sales and the over-all operation of 


the company. 


been |' 
elected executive v. p. of Thomas’ 


Two Affiliate with AAAN 

| Howard Barney & Co., Mobile, 
Ala., and Addison Lewis & Asso- 
ciates, Minneapolis, have joined 
the Affiliated Advertising Agen- 


cies Network. 


TO THE 

2,000,000 amateur ortists in the 
U.S. AS 

TELL them... in this best-selling 
ort magazine 

AMERICAN ARTIST magozire 
reaches more then 250,000 reod 
ers—c $40,000,000 class morket 
—every month. 

AMERICAN ARTIST founded the 
Amoteur Artists Association of 
America—the rallying point for 
moteur ortists 

AMERICAN ARTIST hos the lorgest 
ort magazine circulation. 


Write or phone for sample 
py and details, 


american artist ** 40"! News 


ring 4.2878 


No other man-woman magazine offers 3/2-million 
better-income families —screened for the BUY on their minds! 


LD ideas usually die hard. But 

the grand old theory that “selec- 
ted circulations must be small” col- 
lapsed for good—when Better Homes 
& Gardens became one of the 3 
biggest man-woman magazines. 


BH&G introduced a big new plus 
into the big-circulation field. It offers 
advertisers 3'4-million better-income 
families—screened to be top prospects 
for practically anything that can be sold. 
BH&G built this unusual market by 
skipping the usual reader-lures. There 
is no fiction, no sensationalism, no 
general news photos in BH&G. 


Instead, BH&G is brimful of what 


more complete. 


buy-minded men and women love with 
equal fervor: Page after page of what 
to try—what to BUY—to make busy 
days easier, families happier, life 


These selected husbands and wives 
pore over BH&G’s ideas, suggestions 
—and advertisements—as if consult- 
ing a trusted family friend. And they 
come up with definite conclusions 
about what’s new, what's better, 


what's for THEM. 


That’s when your wares could be a ” 
BUY on the minds of 3%-million 
better-income families! 


Serving a 


vw 


MEREDITH PUBLISH 


May we tell you more? 


SCREEN 


I ee nn eee ee 
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of 3'2- Million Better Familie 


ING COMPANY, Des Moines lowe 
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How Much Has the Metalworking Market 


Changed in the Last Three Years ? 


very market presents a moving target to the adver- 
tiser. New plants are built... old plants grow and 
change their operations and products ... new men are 
always coming onto the scene to run the plants and 
make the buying decisions. 


But knowing that we face a moving target isn’t enough. 
Unless we have some idea how fast it is moving, we may 
miss it by a mile. 


How fast has America’s largest industrial target —the 
giant metalworking industry—been moving during 
these recent hectic years? ‘Two studies of Erie, Penn- 
svlvania—one made three years ago and one just com- 
pleted—shed some light on this problem. In August, 
1918, Dun and Bradstreet interviewed the operating 
heads of every metalworking plant in Erie which 
employed 50 or more... the plants which accounted 
for over 96° of the city’s metalworking production. 
They gathered a vast amount of data on plant capacity, 
employment, operations, products, personnel, sales, ete. 
Here are a few of the changes they found when they 
went back last fall, just three vears later: 


©OO®@ 


There are five new worthwhile sales targets which 
didn’t exist in 1948. Four of these are plants which have 
grown past the 50 employee mark ... and there is one 
new plant which was constructed since the previous 
study was made. 


1 


tr 
a 


-_ I im 


But that’s only part of the story ... nearly every plant 
has increased its capacity. The plants which appeared 
in both the old and new studies report average increases 
in capacity of 34.2%. 


The target in Erie is considerably bigger than it was in 
1948. It calls for a bigger selling effort. But whom must 
we sell? Has there been much of a change in the men who 
run the metalworking plants? Here is the answer: 


26 companies reported no significant changes among 
the executives responsible for management, production, 
engineering and purchasing functions. 


aes" 


34 companies reported that new men now occupy one 
or more of these key positions. 


$3 99 


In just three years, 56° of the metalworking buying 
teams of Erie have undergone changes. Every one of 
these new teams may present a new selling problem. 
because the new members may not know about your 
company and your products. 


Perhaps the most startling comparison to be found in 
the Erie study is in the sales figures. Average sales for 
the companies which answered this question were 
$2,147,000 in 1917... but in 1950 the average soared 
to $3,167,000... an increase of 47.5°%. 


What has happened in Erie is just one example of what 
is happening throughout Metalworking America. The 
target is moving a great deal faster than most of us 
realize. Merely maintaining position in this largest of 
all industrial markets is a big job. ‘To move ahead of 
competition will require a bigger and better job than 
ever. Your publication advertising can play an impor- 
tant role in getting your story across where it counts . . . 
because your better metalworking magazines learned 
some time ago that the only sure way to hit a moving 
target is to keep moving with it. 


If you would like to know more about the Erie Studies, 
please write us. We'll be glad to see that the complete 
report is made available to you. 


™ DENTON Suen? 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Salesense in Advertising ... 


Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


‘We Admen,’ Says a Well-Known Copy Chief, 
‘Are a Bunch of Copycats’ 


By James D. WooLr 
Not long ago a well-known copy chief 
took down his hair, in a frank mood over 
a cocktail or two, and elucidated at some 
length on his choleric opinion of today’s 
copywriters, including, it seems, himself. 


“By and large,” he 
averred to me sadly, 
“we’re a bunch of 


copycats. Take a fat is- 
sue of almost any maga - 
zine—the Ladies’ Home 
Journal, say, or Life— 
and you'll see that the 
ads are almost as in- 
terchangeable as peas 
in a pod. We write by 
rote, follow a fixed 
course of whatever happens to be the cur- 
rent vogue in copy. 

“Consider, for example, motor car ad- 
vertising. With the possible exception of 
the Ford campaign, and perhaps the 
Mercury ads, I have seen very few really 
new slants in automobile advertising since 
Ned Jordan wrote ‘Somewhere West of 
Laramie.’ We note currently in the mag- 
azines that Packard for 1952 is ‘One of the 
Packard immortals,’ that ‘Nothing Can 
Be Finer’ than the Lincoln, and that Cad- 
illac is still paying the penalty of leader- 
ship. Change those deathless_ cliches 
around and what difference would it 
make? 


Jim Woolf 


@ “Or take the ads of electric refrigerators. 
I can’t find a spark of genuine originality 
in any of them. They are as similar in 
appearance as the Dionne quintuplets, 
and all of them point with pride to the 
amazing cubic-foot capacity of their stor- 
age space. Or observe, as a notorious ex- 
ample of similitude, the advertising of 
beer. Aside from the new Ballantine 
campaign, name me one—just one—in- 
stance of complete departure from the 
general pattern of beer advertising today. 
Or name me an instance of complete 
originality in the current advertising of 
soap flakes and detergents.” 

My friend scowled into his martini. “I 
suppose I’m just as much of a copycat as 
the rest of them,” he confessed. “We just 
take the same old ingredients—a little 
olive oil, a spoonful of vinegar, a breath 
of garlic, a pinch of paprika, a smidgen of 
salt and sugar, stir ’em around a bit, and 
up we come with the same old salad dress- 
ing.” 

The guy was exaggerating somewhat, 
of course, in order to emphasize his point, 
I suppose (in the manner of all copy- 
writers), but it appears to me that there 
is more than a grain of truth in what he 
says. There is no doubt at all, in my 
mind, that we do tend to follow fixed 
courses of modes and procedures in copy. 

Some years ago, for example, the pic- 
ture-and-caption technique in advertis- 
ing was launched by some original soul 
(perhaps by the late Lou Grady of Ruth- 
rauff & Ryan, for Lifebuoy?), and before 


long the copycats had themselves a field 
day with this new technique. Then—dur- 
ing Worid War II, I believe—somebody 
invented the “entertainment pattern” of 
advertisement, and in no time at all the 
copycats, adopting this new device joy- 
ously, competed for the services of Steig, 
Arno, VIP, Cobean, Al Capp, and a host 
of other cartoonists and funnymen of 
lesser ability and renown. 


® Certainly—if I may expand on one shin- 
ing example—we seldom see a fresh and 
novel note struck in the advertising of 
vacation resorts, hotels, airlines, rail- 
roads, and ocean liners. In appearance 
their ads are wholly lacking in individual- 
ity, an assertion you may prove for your- 
self by glancing through the advertising 
pages of the last five or six issues of Holi- 
day, which happen to be before me on my 
desk. There are scarcely more than a 
dozen “props” that the adman uses over 
and over again for his stage settings—a 
lush babe in a scant swim suit; a gay 
beach umbrella; a tourist with a camera; 
an Hawaiian lei; a smiling airline hostess; 
Copacabana beach; a Pueblo Indian, a 
gaucho, or some other such quaint native; 
an ancient cathedral or Spanish mission; 
a man wielding a golf club or a fly rod; 
and a steamship swimming pool. 

I sometimes wonder if most people 
pleasure-travel primarily for the reasons 
portrayed in resort and transportation ad- 
vertising. In my several oceangoing trips 
I have never seen a ship’s pool used by 
more than a fraction of the passengers. A 
recent study of why vacationers come to 
my place of residence, New Mexico, re- 
vealed that the advertised attractions— 
dancing Indians, Spanish missions, and 
cowboys—were not the primary magnets. 
Mostly people came for relaxation, cli- 
mate, health. 

I think it is possible that most vaca- 
tion advertising portrays far too much 
strenuous activity, the sole participants 
of said activity being obnoxiously healthy 
and beauteous characters 30 or under. By 
far the largest number of tourists and va- 
cationers with money to spend, as every 
travel agent knows, are people of middle 
age or over. On a recent Caribbean cruise 
IT noted only five young people among 
several hundred passengers, and, alas, 
not one of them the gorgeous eyeful one 
sees in the ads! 


8 Let me hasten to add, before this piece 
gets out of hand, that I see nothing wrong 
in principle with being a copycat. When 
somebody in this difficult business of ours 
develops a new technique or procedure of 
proved effectiveness, which happens once 
or twice in a blue moon, there is every 
reason in the world for the brotherhood 
to embrace it with open arms. But it is 
an indulgence that can be habit-forming. 
It is a great temptation, declared my cock- 
tail companion, to follow a fixed course 


Institutional Copy At Its Best 


Guide to Good PR Manners 


of whatever happens to be the current 
copy style for two reasons; (1) it is the 
easiest and quickest way to get a job 
done, and (2) it is the surest way to pro- 
duce copy that the client will buy. 


8 The habit of lavish imitation, it seems 
to me, is a treacherous procedure because 
it can so easily result in a copy appeal 
and a technique of treatment unsuited to 
the product. It does not follow that a copy 
slant which worked so well for Product A 
is the right one for Product B; or that a 
contest or give-away scheme, which was 
successful for Product C, is the correct 
thing to do for Product D. It has always 
seemed to me that the right idea in any 
given situation can be found only in a 
thorough study of the product and of 
those people most likely to have a need 
for its benefits. 

Many famous advertising campaigns of 
the past were the result of the adman’s 
willingness and ability to depart from the 
norm. Claude C. Hopkins’ film campaign 
for Pepsodent was in many ways unlike 


The Eye and Ear Department ... 


The Human Side of Management 


Praise for a Public Service 


any dentifrice advertising current at the 
time. Bruce Barton’s potent copy (circa 
1910) for Dr. Eliot’s “Famous Five-Foot 
Shelf of Books” was a departure from the 
then current pattern of book advertising. 
The original Woodbury’s soap emotional 
appeal—“The Skin You Love to Touch”— 
was certainly no slavish imitation of any 
toilet soap advertising then appearing in 
national magazines. J. Stirling Getchell’s 
“Look at All Three!” for Plymouth was a 
sharp departure from the prevalent pat- 
tern. Don Calhoun’s “Mr. Friendly,” for 
American Mutual, is completely different 
from any insurance advertising I have 
ever seen before. Add to the foregoing 
your own examples of what you consider 
to be memorable advertisements and I 
believe you'll see that all of them are (or 
were) departures from the norm, 

My friend, the copy chief, may have 
been stretching his point when he charged 
us with being “a bunch of copycats.” But 
I do believe that highpowered creative 
imagination is a relatively scarce c@m- 
modity in the advertising business today. 


A Public Service 


On Sunday afternoon, Dec. 30, at 
2 o'clock, CBS released for public con- 
sumption, via TV, official U. S. Signal 
Corps films of the fighting in Korea un- 
der the title, “The Big Picture.” Unlike 
Life’s “Crusade in Europe,” these Korean 
films hit with all the impact of battles not 
yet “far away and long ago.” The first 
film, for example, covered the first 40 
days of action in Korea and revealed, as 
no newspaper headline has yet revealed, 
how much we owe to so few men, fight- 
ing with so little equipment. 

The narrator is described only as “a 
soldier who was there and saw it.” There 
are professional overtones to the narra- 
tion that seem to belie this statement, but 
the talk is soldier talk, and the grim voice, 
with many pregnant pauses, makes you 
feel that you are there. No credit is given, 
either, for the scoring—yet the musical 
background is superb. 

The films were hardly shot with TV in 
mind, yet their realism is such that a 
viewer cannot complain of occasional 
vague shapes or a too gray landscape, 
With the Korean police action still a hot 
political subject and the truce talks a 


masterpiece of frustration on a mass scale, 
CBS could not have selected a more pro- 
pitious time for presenting “The Big Pic- 
ture.” 

Presumably the films will be synd- 
icated. In New York, over WCBS-TV, the 
tab is picked up by The Federation Bank 
& Trust Co.—which, with commendable 
restraint, simply mentions the addresses 
of its offices and the fact that it is bring- 
ing these films to its “many friends and 
depositors” as a public service. It is a 
public service—-particularly in an elec- 
tion year. 


Mail Order and Direct Mail Clinic... 


Jewel Joins the Ranks 


By Wuitt NortTHMoRE SCHULTz 
The extra-sales-minded folks at the 
Jewel Tea Co., in Barrington, Ill:, have 
plunged into mail order selling with a 
big and impressive splash! 
I picked up one of their handsome new 


81%4"x11”, 34-page catalogs at a local Jewel 
store the other day and I’m impressed 
with the fine job they’ve done. Copies of 
the catalog, by the way, are now avail- 
able at check-out counters in all Jewel 
stores. If there aren’t any Jewel stores 
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48 
in your territory, write directly to the 
company's headquarters at Jewel Park, 


Barrington 


®& These new catalogs are moving out fast, 
I'm told, for Jewel's customers apparently 
know they'll get good value when they 
buy by mail from Jewel Tea—America's 
fastest growing chain. 

Wisely, on the opening page, Jewel ex- 
plains that mail the Jewel 
way” is safe, for “your money back with 
a smile if you are not satisfied.” 

This backed-up guarantee and also the 
simple and specific “how to order” in- 
structions are ingeniously included on 
Jewel's perforated and numbered order 
forms which are easy to complete, since 
there’s plenty of room and the paper takes 
ink well. 

In addition to the order form in the 
start of the catalog, there’s another form 


food 


“shopping by 


Employe Communications... 


between the last page and the back cov- 
er, making ordering easier and more com- 
pelling. Both order forms fold into self- 
addressed, business reply envelopes— 
another good idea in mail order selling 


® Toys and other gifts for children com- 
mand the most space in Jewel's catalog 
But there are plenty of gifts for Dad, 
Mom and friends, too, including watches, 
luggage, pen and pencil sets, china, jewel- 
ry, housewares, radios and even greeting 
cards. 

Jewel's sales continue to climb and 
they'll be climbing even faster, I predict, 
as a result of this new shop-by-mail pro- 
motion. 

Jewel's promotion people realize that 
shopping by mail increases in popularity 
daily and they're vigorously and effec- 
tively going after this new business. 


The Human Side of Management 


By Rospert Newcoms and Marc SAMMONS 

Among many people in the field of 
employer-employe communication there is 
a grave tendency to overglorify the brass. 


“This nervous view Is reflected in some 


f the reverent copy that appears about 


is the implied function of the authors 
Of these communications to present the 
eaas of their organizations in warm and 
term Yet the pits of their 
appear to betray them when 
the deathless prose 


ee officials in employe journals 
1 


laxed 
Stomachs 
the hour arrives for 
> be unraveled 
b This is jast plain stupid. Any intelli- 

nt head of a company is mindful of the 

niue of friendly employe relations, and 

w executives particularly care to be 

orified too far beyond the fact. 

For many years the industrial press 

the country—notably the publications 

r employes—has been sorely in need 
” hurnanized presentations of manage- 

ent personnel. There is a crying need 

r this sort of thing, because the em- 

oyes "way down the line, particularly 

the larger companies, have a shadowy 
cture of the chief executive and know 
ry little about him. If he’s a regular 

y, which is what most employes would 

e to feel about their bosses, they have 
yet to find it out. 

If this department were in the habit 
of making awards, it would make one ‘to 
the coverage of a trip reported in the 
“Standard Torch” of Standard Oii Co 
(Indiana). It described the return to 
Beaver Falls, Pa., home town of Robert E. 
Wilson, the company’s board chairman 
He went back to get a degree at the 
local college and his mother accompanied 
him. The picture story was a magnificent 
piece of simplicity. The pictures showed 
Dr. Wilson in comfortable settings, among 
friends of his boyhood, revisiting the 
places he used to know. An employe-read- 
er of “Standard Torch,” in a far-off re- 
finery, scans the relaxed copy and looks 


at the human pictures, and he decides 


Tips for the Production Man... 


that what the grapevine has been telling 
him is true—the Chief is okay. 

People in employer-employe communi- 
cations often put a terribly high price 
on dignity, a needlessly high price. They 
cloak the master in sweet talk, too sweet 


Robert 


HOMESPUN— Dr. 
chairman of Standard Oil Co. (Indiana), 
whose visit with his mother in his home 


E. Wilson, board 


Beaver Falls, 
superbly in SO’s 
“Standard Torch.” 


town, Pa., was reported 


employe magazine, 


for many employes to swallow. They do 
not say so, but they leave him cold and 
unapproachable, and different from other 
people. Perhaps in the months to come, 
that same unhappy victim of prejudiced 
journalism will seek to persuade others 
of his political convictions; perhaps no- 
body will listen to him, because he has 
been made a stranger. 

If you want to see industrial journalism 
pulling a strong oar, doing the healthy 
job for many, get a copy of the December 
“Standard Torch.” It is edited by Bob 
Siebert at Standard Oil Co. (Indiana), 910 
S. Michigan Ave., Chicago 80, and is 
supervised, with great skill and under- 
standing, by Standard’s public relations 
head, Conger Reynolds. 


There's a Costly Danger Point in Catalog Sizing 


By Kennetu B. BUTLER 

“A mental lapse of mine which caused 
me to add four pages to our last issue 
cost my company, I figure, about $2,000 
just for additional postage.” 

This rueful but forthright admission 
on the part of one production man recent- 
ly points up the costly danger point in 
determination of the number of pages 
and weight in a mailing piece. His hap- 
pened to be a publication, but the same 
booby traps lurk in the field of catalogs. 


It all hinges around the 8-ounce third 
class postage breaking point. Mailings 
which weigh over 8 ounces are thrown in- 
to a more expensive mailing classification. 
In the instance mentioned above, the ad- 
dition of only four pages to a book which 
already weighed the limit, threw the 
mailing into the more costly mailing 
classification and the mailing of about 
35,000 copies cost an additional cold $2,- 
000. 

The experience proves that every pro- 


The Creative Man’‘s Corner... 


being—his expectancy of life—but b 


commendable example of advertising 
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at its rare best. 
Other advertisers please copy. 


Cites a ‘Rare Best’ 


Not because it concerns a subject of primary importance to every human 


ecause it treats that subject in a most 


intriguing way, The Corner cites this headline-less Parke, Davis ad as a 


at its rare best. 


There may be some who say, “But this is only an institutional ad.” Yet, 
from what The Corner has seen of institutional advertising, it is apparently 


much more difficult to perfect an in- 
stitutional message than one about a 
product. Capsuling an idea, arriving at 
an apt and perfectly symbolic illustra- 
tion, avoiding stuffiness, sentiment or, 
what is even more important, over-writ- 
ing demands a discipline that is not al- 
ways necessary in product advertising 
—where many a cliche or tired phrase 
can lie unnoticed. 

The copy message in this Parke, Davis 
ad is as well balanced as the layout— 
which, with its 68 geometrically placed 
eandles and its missing headline, vir- 
tually assures inspection and reading. 
The art director might easily have been 
tempted to scatter the candles about the 
page—or the client to insist that they 
be scattered “to avoid monotony.” For- 
tunately, the temptation either did not 


occur to them or they managed to withstand it. 

The good taste achieved in the art treatment, the excellence of the writing 
can only reflect with great favor upon the advertiser. As The Corner has al- 
ready stated but which he wishes to repeat, this in his opinion is advertising 


duction man should, early in his plan- 
ning, take mailing weight (including en- 
velope or mailing wrapper) into consider- 
ation. A dummy of printed pages should 
be made up and weighed (not a blank 
dummy, because the ink weighs some- 
thing, too). Weight of paper stock used, 
number of pages included, or trim size 
may have to be altered in order to avoid 
getting over the 8-ounce category. 

With postage costs higher, it is still 
more important to engineer the catalog 
format in advance. 

The new postage increases doubtless 
will set off a renewal of the attack on the 
abrupt 8-ounce limit on third class which 


has been in effect for many years. Critics 
of the present system feel that it is un- 
fair to the mailers of medium-weight 
catalogs and publications. The small cata- 
log is safe; the heavy catalog, though 
mailed at the higher rate, contains enough 
pages to average out the additional 
charge. 


® A scaling up of mailing cost on a 
graduated scale would eliminate the hard 
and fast 8-ounce breaking point and per- 
mit the advertiser to plan his catalog 
based on his needs, rather than on an 
artificial barrier. 


California Newspaper Issues Guide 
to Good PR Manners 


The San Diego Union has undertaken 
to pen a brief “Emily Post” for public re- 
lations counselors. As a result agency of- 
ficials who act as public relations men 
speak only when spoken to in the Union’s 
citu room. The document on good public 
relations manners is in the form of a cir- 
cular letter bearing the signature of R. F. 
Pourade, managing editor of the news- 
paper. It reads: 

Dear Addressee: The public relations 
counsel is a pillar of modern journalism. 
We at the Union hold in high esteem 
dozens and dozens of PRCs. 

But therein lies the rub—there are get- 
ting to be so darned many PRCs, while 
the number of our editors remains strict- 
ly limited. 

The problem of the abundance of PRCs 
is yours. The problem of our editors’ time 
is ours, and we've got to do something 
about it. Hence, we are addressing this 
letter to every PRC in town to suggest 
that: 

(1) The model PRC prepares his pack- 
age in his own office on his own type- 
writer and ducks into our office just long 
enough to leave it. (Our editors are ami- 
able fellows—but if every PRC who 
enters the room stops to chat for three 
minutes, the editor’s work day is soon 


7% Se eae a x 


shot to hell.) 

(2) The model PRC doesn’t wait for 
the editor to look over his material. He 
knows the editor is busy now but will 
examine the material as soon as he con- 
veniently can. (The editor will phone 
the PRC later if necessary.) 

(3) If the model PRC wants to consult 
the editor in advance he gives the edi- 
tor a ring—he doesn’t come in bearing an 
armload of raw material and ask the edi- 
tor to go over it. 

(4) This applies to sports and the wom- 
en’s department, as well as the city side. 

The model PRC until further notice 
will regard his normal city room contact 
as being the assistant city editor. (Our 
city editor Mr. (Conant) Moulton has 
been instructed on pain of immediate dis- 
missal to ignore any PRC who speaks 
without being spoken to. Since Mr. Moul- 
ton has a family to support, you wouldn’t 
want...) 

Our assistant city editors, of course, 
are Mr. Win Cady and Mr. Malcolm Don- 
nelley. 

Frankly, we aren’t sure about a couple 
of other fellows in the PRC business, but 
we know that you are a model PRC. 

Well, aren’t you? 
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“And Now the Campbell-Ewald Company” Proudly Says 


Nb hienl 


Advertising Memo 


"OUR NEW PARTNER" 


A new "" 
; Partnership" f 
: Of vital ititenees 6 has recently been con : 
all store per © you, to the s+ Summated which - 
: Sonnel within the F] ore Managers and t " é 


suc 
Cessful organization 


Best regards. Flagg Fifties.» 


Bill Maclay 
Advertising Director 


Campbell-Ewald is proud to have been chosen recently 
as the advertising agency for the Flagg Brothers Division 
of General Retail Corporation. Advertising Well Directed 
We take no small measure of pride also in our new client’s own estimate 


of us as set down in a message to the Flagg Brothers sales staff. 


To turn a phrase, we might say that here “the shoe is on the other foot” 
with the client writing an advertisement for the agency. We can say, too, 
that Campbell-Ewald begins its service to the Flagg Brothers Shoe Company 
with a definite challenge—a challenge to create “advertising well directed” 
to further the growth and prosperity of our new client. 


CAMPBELL-EWALD COMPANY 


H. T. Ewald, President 


DETROIT «© NEW YORK ¢ CHICAGO «© LOS ANGELES «*« SAN FRANCISCO’ ¢ 
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More Guns and More Butter Are Both 
Possible in 1952, Says Johnson 


We have the ability to produce enough goods and 
ervices to supply over $55 billion in 1952 for defense 
ind at the same time provide at least 10%, more than in 
1951 for advancing the rea] standard of living of the 
American people. This means advancing as well the level 
of personal savings which represents an integral part of 
this advancing standard of living 

“To utilize this productive ability means a selling job 
to expand the market for those products or services which 
can be produced in greater quantities without really in- 
terfering with critical war needs. And this is a huge 
classification representing about 90% of all the items 
that make up our standard of living. It includes, for 


example, shoes, textiles, soaps, rugs and other house furn- 
ishing, lumber, furniture and most food products.” 
These words are quoted from “The 1952 Market—A 
Preview,” prepared by Arno H. Johnson, vice-president 
and director of research of J. Walter Thompson Co., who 
annually surveys the economic scene. His conclusions as 
to the possibility of raising the standard of living this 
year, despite the demands of mobilization, are supported 
by a mass of statistical data and charts. On this page 
seven of the more significant of these charts, outlining 
the 1952 potential, are reproduced with brief explanatory 
captions. Most of the charts are self-explanatory and em- 
phasize the market potentials for many lines of products. 


GUNS AND BUTTER—“In terms of constant 1940 dollars our per capita produc- 


tivity increased from 


770 in 1940 to $1,235 in 1944...A similar per capita 


productivity for our population in 1952 could mean a gross national product wae 
of $193 billion in 1952 in terms of 1940 dollars...and could provide the 


purchasing power for a standard of living approximately 10% above 1951. 


REAL CONSUMER PURCHASING 
POWER CAN BE 74° ABOVE 1940 
AND 10% ABOVE 1951 
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SPURCHASING POWER—“Production in 1952 at the mini- 
Hum per capita levels of 1944 would yield a total 


disposable income of over $237 billion after taxes, 
or a real purchasing power of $132 billion in terms 
»f 1940 dollars—a 74% increase over 1940 and 10% 
over 1951. 


ASSETS-CONSUMERS 


1940 re 195! GROWTH 3%: TIMES WITH DOUBLE PURCHASING POWER 
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LIQUID ASSETS—“In 1940 the liquid assets of consumers 
totalled $49.6 billion. By Jan. 1, 1951 this element 
of reserve purchasing power had grown three and 
a half times to $182.1 billion, with a real purchasing 
power of $100 billion in terms of 1940 dollars 

These bonds are widely held by all income classes.” 
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1952 DISCRETIONARY SPENDING 
POWER CAN BE 4’ TIMES 1940 
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DISCRETIONARY SPENDING—“Disposable personal in- 
come in 1952 could reach the annual rate of $237 
billion, so the public would have $130 billion of dis- 
cretionary buying power over and above that needed 
to provide the necessities for a 1940 standard of 


living.” 


~ INCOME DISTRIBUTION OF CONSUMER 


SPENDING UNITS IN THE U.S. 


There were 2%times as many buying units with 
incomes over $2,000 in 195! as there were in 1941. 


BEFORE FEDERAL TAXES AFTER FEDERAL TAXES 
52,000.000 52000000 
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6.760.000 6.760000 | UNDER 
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39.287,000 
SPENDING UNITS 8840000 9880000 | +1000 
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DISTRIBUTION OF INCOME—“Between 1941 and 1951 
there were significant shifts upward in the distribu- 
tion of families by income groups. Over 22,000,000 
consumer spending units moved up the level above 
$2,000. ..In 1941 there were 5,703,000 with incomes 
over $3,000 before taxes; now 24,440,000 have in- 
comes over $3,000 after federal taxes.” 
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AMERICA CAN SUPPORT A STRONG DEFENSE 
AND HAVE INCREASED LIVING STANDARDS 
BY INCREASING PRODUCT ION 
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INCREASE IN REAL PURCHASING POWER 
BY FIVE ECONOMIC GROUPS - 1940 to 195! 
MONEY INCOME GROUP OER CENT INCREASE OW REAL PURCHASES POWER FER COnumst® SPENOIG UNT 
wee 
MIGHEST FIFTH 
SECOND FIFTH 
THIRD FIFTH 
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DISPOSABLE DICOME AFTER TAXES ~ mw TERMS OF 195) 001. a85 
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Based on 39 million consumer spending units im 1940 (15:78 ml!on) and 
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Orsposable Persona! income totals for 1940 and 195! at First half of 195) ov ce 
~ midyear Econormc Report of the President, July 195) Pg 234 

Share of total by Shs estimated from Economic Report of the President 
January 1949. Pgs 4-15 for 1940 and from Federa! Reserve Bulletin 

August 95), Py 935 for 195 


CHANGES BY GrouPS—“The 57% increase in real pur- 
chasing power in 1951 compared with 1940 has af- 
fected the opportunity for increased savings and in- 
creased standard of living in all income groups, but 
more particularly in the middle income groups.” 


SIGNIFICANT CHANGE IN AGE GROUPS 


1952 vs 1940 
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CHANGING AGE GrouPs—“The high birth rate of the 
last ten years as well as the extension of the life 
span have brought about significant changes in 
the age distribution of the population. By July 
1952 it is estimated that there will be 62% more 
children under 5 than there were in 1940, and 45% 
more children between the ages of 5 and 9.” 
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wantep: An Adventurer 


We are looking for a certain kind of man. 

Among his friends and business associates, he will be 
known as a successful salesman of lithographed displays. To 
himself, he will be an adventurer . . . finding adventure in 
people’s minds. 

He is deeply interested in people, and incurably curious 
about what makes them tick. 

He watches and wonders about whatever interests people 
...in the streets, in shop windows, bus stations, movie houses, 
supermarkets . .. why they stop, look, listen, smile, frown, 
buy. He is able to see, and make others see, sales opportunities 
in ordinary instincts and routine habits. 

The way a woman opens a package of cigarettes, or a 
purse, picks up some items and passes over others in a 
self-service store, shops for cosmetics . . . the preferences of 
men in menus or reading matter, in bars or barber shops, 
in scarves or shaving creams . . . what the tired chain store 
clerk or gas station attendant doesn’t say... fads and fashions, 
hit songs, slang, tones of voice, popular attitudes . . . he 
observes and remembers, finds in them rich suggestions for 


better selling ideas. 


Ovr business is lithographed displays. ..not mere traffic 
in paper, board, ink... but the incubation and development 
of ideas which influence people to somebody's profit— 
including the adventurer’s! 


We do not want the routine salesman who relies on 


organization, makes calls and reports, stops working and 
thinking at five o'clock. Our man is the master of his own 
time and efforts. He need not observe office hours, writé 
call reports, or work by the book. 

The man we require is first, a self-stimulated salesmatt 
who can recognize a selling idea, and convert it into an 
effective store display . . . and bring his idea to somebody 
who can use it and buy it. 

He must have a record of successful selling—and not 
necessarily selling lithography. Some previous experience 
in art, photography, graphic reproduction, merchandising, 
printing or advertising will be helpful. 

He will be supported by a competent company with a 
reputation for effective displays, with office services, and 
creative facilities of a high order. 

His earnings will be based on commissions on business 
produced; but we will match his time for an adequate 
period with a liberal drawing account, travel expenses, and 
full cooperation. 

He will have a real opportunity to build a business for 
himself... and an income with a virtually unlimited ceiling. 

We are particularly interested in better representation in the 


Chicago area at this time. 


Ir THIS advertisement suggests an interesting scope for 
your abilities, send us a letter and do not spare the details. 


Your confidence will be fully respected. 


EINSON-FREEMAN CO, wwe. * Adventurers in Display 


Starr & Borden Avenues, Long Island City, New York 
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Three Buy WMAW. Milwaukee 


WMAW, Milwaukee, has been 
purchased for a sum said to be 
‘in excess of $200,000" by Lou Pol- 


ler, owner of WPWA, Chester, 
Pa., and part owner of WARL, 
Arlington, Va.; Cy Blumenthal, 
manager of WARL, and Alex 
Rosenman, formerly executive 
v.p. of WCAU, Philadelphia 
WMAW has been operated by 


headed 


Midwest Broadcasting Co., 
Raymond C. Borchert 


by 


Build Volume 
at LOWER 
SALES COST JIM Facts 


Deor-to-door Selling-—bet 
ter known as DIRECT 
SELLING — Is bullding 
glont volume quickly for 
many manufacturers " 
moy be your answer to 
erent doy complex soles 
oroblems. Direct Selling Is 
fully explained in fascinat- 
ing booklet—molied FREE 
Please write on your let 
terheod 


OPPORTUNITY MAGAZINE 


28 E. Jockson Bivd 
Dept. A!02, Chicago 4, Il. 


‘Life’ Promotes Perine; 
Rearranges Promotion Dept. 

H. Ford Perine, retail sales pro- 
motion manager of Life, has been 
appointed assistant advertising di- 
rector of the magazine. At the 
same time, Life reorganized its 
promotion department so _ that 
George Wever will now head an 
over-all department, with William 
Scherman and Richard Neale as 
associates. They will supervise and 
create Life advertising in news- 
papers, business papers, dealer 
magazines, television and radio. 

Charles Muldaur has _ been 
named advertising sales promotion 
director, supervising retail sales 
promotion, presentations and serv- 
ices to advertisers. 


Du Bois Joins Geyer, Newell 

Cornelius Du Bois has resigned 
as senior partner of his own re- 
search and marketing organization, 
Cornelius Du Bois & Co., New 
York, to accept a newly created 
position, director of research de- 
velopment, with Geyer, Newell & 
Ganger, New York. Stephen Hart- 
shorn, associate research director, 
has been promoted to research di- 
rector for the agency. 


‘Goldbergs’ Moves to NBC-TV, 
Sponsored by Vitamin Corp. 

“The Goldbergs,” which form- 
erly appeared on the Columbia 
Broadcasting System television 
network as a half-hour weekly 
show, has moved to the National 
Broadcasting Co. television net- 
work, effective Feb. 4, where it 
will be sponsored by Vitamin Corp. 
of America on Mondays. 

The show will be seen Monday, 
Wednesday and Friday in a 15- 
minute slot at 7:15 p.m., EST. 
Duane Jones Co., New York, is 
the Vitamin Corp. agency 


GE Promotes Bill Smith 


William S. Smith, account su- 
pervisor in the industrial adver- 
tising section, has been promoted 
to advertising manager of the 
chemical department of General 
Electric Co., Pittsfield, Mass 


Heller Promoted to Sales V.P. | 

William Heller Inc., New York, | 
manufacturer of knit fabrics, has) 
appointed Benjamin Heller, with | 
the company since 1947, as v.p. in| 
charge of sales and new fabric de- 
velopment. 


Prominent Users of Strathmore Letterhead Papers: No. 97 of a Series 


a cael 


Communication through QUALITY 


The RCA Building, 

focal point of New York's 
famed Rockefeller Center, 
houses the NBC studios 
and offices. 


L 


NATIONAL BROADCASTING COMPANY, te 
2 PROTNCR OF Rante CORPORATION OF auunrcs 


BCA Budding Radio Gry. New York 20,N ¥ 


The National Broadcasting Company, one of America’s 


great radio and television networks. may properly be called 


a specialist in the art of communication. Even such a spe- 


cialist finds that an important part of its business has to be 


conducted through its correspondence 


When the question arises as to the choice of a letterhead 


paper, a company such as NBC, that understands the value 


of quality in its own field, naturally selects Strathmore. 


The tangible quality in Strathmore letterhead papers has 


an undeniable appeal to those who know the value of such 


intrinsic distinctiveness. The wise businessman, who seeks 


to communicate his own sound reputation with every letter 


he writes, uses Strathmore quality to do an outstanding 


job for him. Have your supplier submit samples of your 


present letterhead, or new designs, on Strathmore ...and 


see for yourself how expressive these papers are. 


Strathmore Letterhead Papers 


Bond, 


Strathmore Parchment, Strathmore Script, Thistlemark 
flevandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond 


Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass 


STRATHMORE 


MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 


SCAMA CONVENTION—The old and the 


annual convention in Atlanta. Left 


to 


new presidents of the Southern Classified 
Advertising Managers Assn. get into a huddle with association members at the 


right: Warren Kemp, St. Petersburg 


Times, outgoing president; George C. Biggers, president of Atlanta Newspapers 


Inc., host papers of the convention; Leslie 


Richetts, Daily News, Greensboro, N. C., 


president; Lester P. Jenkins, Seattle Times, national president of the Assn. of News- 
paper Classified Advertising Managers. 


Classified Ad Heads Poor Supervisors, 


Phillips Tells Southern 


ATLANTA, Jan. 15—Newspaper 
classified advertising managers 
were taken to task here last week 
by Loyal Phillips, general mana- 
ger of the St. Petersburg Inde- 
pendent, for the lack of training 
and supervision they give their 
outside staffs. 

Speaking at the annual meet- 
ing of the Southern Classified Ad- 
vertising Managers Assn., Mr. 
Phillips said it seemed to him 
that “the department manager 
either spends practically all of his 
time outside in the case of the 
small newspaper, or practically all 
his time inside in the case of the 
larger city paper. Neither way is} 
generally the right and best way.” | 


® “Since the basic function of the | 
classified department is to sell ad- 
vertising, then it necessarily fol- 
lows that the manager should be 
the No. 1 salesman himself,” Mr. 
Phillips stated. 

He suggested that the classified 
manager handle at least one ac- 
count in each of the following clas- 
sifications: Real estate, automo- 
biles, merchandise and services or 
money to lend. In that way, he 
can keep up on business trends in 
his various classifications. 

After listing outside accounts 
as the classified mangger’s pri- 
mary concern, Mr. Phillips placed | 
telephone room operation, promo- 
tion, and finally office paper work | 
and general administrative re-| 
sponsibilities. 


® “Classified advertising can build 
more good will than any other 
department of a newspaper,” J. 
M. Wynn, advertising director, At- 
lanta Newspapers, told the classi- 
fied managers. “If I were building | 
a public relations department on} 
any newspaper in the United} 
States,” he said, “I’d take a look} 
first at its classified department. | 
This department comes in con-| 
tact with more customers than} 
any other and can be the most} 
important good will factor a pa-| 
per has.” 

Mr. Wynn said that his news- 
papers would “take a long look at 
display advertising in the classi- 
fied pages in 1952 to ascertain 
whether this type of advertising 
is handicapping ‘reader advertis- 
ing’ in the want ad section. Too 
much display in the classified sec- 
tion is dangerous,” he warned. 

Clark Farber, circulation mana- 
ger, Tampa Tribune, pointed out 
how inter-department cooperation 
pays off. Circulation branch of- 
fices for the Tampa paper accept 
classified advertising and have 
even gone so far in some areas as 
to employ special people to take 
care of voluntary and phone-so- 
licited want ads. 


CAM Meeting 


Another speaker who stressed 
teamwork between retail display 
and classified advertising staffs 
was Wayne Moores, Charlotte Ob- 
server, who told how his paper has 
sold merchants on the idea of us- 
ing classified as a supplement to 
retail display advertising. 

Many large advertisers in Char- 
lotte now follow up display ads 
with classified space, thus buying 
what Mr. Moores calls “advertis- 
ing insurance.” This plan has 
proved successful in selling new 
merchandise—especially merchan- 
dise offered at reduced prices— 
for more than 70 stores in Char- 
lotte, according to Mr. Moores. It 
has also built extra classified busi- 
ness for the Charlotte paper. 


® George C. Biggers, president, 
Atlanta Newspapers Inc., spoke on 
the importance of classified adver- 
tising as a revenue factor and as 
a training ground for the newspa- 
per’s entire selling staff. He pre- 
dicted that 1952 will impel mer- 
chants and newspapers to drive 
hard to maintain volume, and that 
aggressive organizations will suc- 
ceed 

The association at its final ses- 
sion elected Leslie Ricketts of the 
News-Record, Greensboro, N. C., 
president, succeeding Warren 
Kemp, St. Petersburg Times. 
Others elected include: Ist v.p., 
Harold McOsker, Daily Mail, 
Charleston, W. Va.; 2nd v.p., A. 
P. Vaughan, Dallas News, and sec- 
retary-treasurer, Mrs. Jeanette 
Soloman, Shreveport Journal. 

The Atlanta meeting was the 
largest in the group’s history, with 
more than 100 members attending. 


Al Coleman Appointed V. P. 
of Potts-Calkins & Holden 


Al Coleman, account execttive, 
has been elected a v.p. of R. J 


Potts-Calkins & Holden, Kansas 
City. Mr. Cole- 
man has. been 


with the agency 
for the past six 
years. 

Mr. Coleman 
graduated from 
the University of 
Illinois in 1933 
and spent a year 
in the graduate 
school of the Uni- 
versity of Chi- 
cago. He was as- 
sociated for 10 
years with Morris-Schenker-Roth, 
now defunct Chicago agency, prior 
to joining the Kansas City agency. 


Al Coleman 


KSL Shi*ts Royall to Sales 


Paul F. Royall, announcer and 
newsman with the station for the 
past 10 years, has been appointed 
an account executive in the sales 
“ieee of KSL, Salt Lake 

ity. 
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Ramsey Attacks 


‘Political’ Ads 
of Corporations 


WASHINGTON, Jan. 
tion to prevent corporations from 
claiming tax deductions for “po- 
litical” advertising has been dump- 
ed in the congressional hopper by 
Rep. Robert L. Ramsey (D., W. 
Va.). 

While the advertising bill is not 
an official administration measure 
at this time, it attacks one of the 
campaign expenditure problems 
highlighted at recent hearings of 
the Senate rules committee. 

The Ramsey bill seeks to prevent 
corporations from claiming tax 
deductions for a wide variety of 
political activities. Brief and to the 


point, it provides simply that any | 


corporation claiming a tax deduc- 
tion for any of the proscribed 
activities shall not be allowed any 
tax deduction for advertising or 
promotion for the tax year in- 
volved. 


8 The activities listed by the bill 
are: 

1. Advertising that refers to a 
political party, candidate for of- 
fice, political theory or political 
issue. 

2. Contributions for campaign 
expenses. 

3. Any expenditure for lobby- 
ing purposes, the promotion or de- 
feat of legislation or the exploita- 
tion of propaganda. 

The bill has been referred to 
the House ways and means com- 
mittee. 

In an explanation of his bill, 
Rep. Ramsey says he considers ad- 
vertising “a legitimate operating 
expense” so long as it is devoted 
“to building good will for the prod- 
ucts and services offered by its 
sponsor.” 

Contending that the loss of rev- 
enue suffered by the government 


when a corporation makes a de-| 


duction for advertising must be 
made up by other taxpayers, he 
declared: “It is unfair for those 
of differing political views to have 
to pay the cost of disseminating 
propaganda contrary to their own 
beliefs.” 


® He mentioned three specific il- 


15—Legisla- | 
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Tony ean 


Pfizer 


TERRAMYCIN THEME—This four-color page 

ad of Chas. Pfizer & Co., Brooklyn pro- | 

ducer of antibiotics, features Terramy- | 

cin, the pany’s ib di y 

and will appeor in January issues of 

farm publications. Leo Burnett Co., Chi- 
cago, is the agency. 


tthinti 


lustrations of “abuses” which he 
sees at the present time: 

Hadacol: Some time ago, he said, 
Hadacol used advertising in Louis- 
iana which dealt with old-age pen- | 
sion issues, “and might have fur-'| 
thered the political ambitions of 
the man who owned Hadacol at 
that time.” 

International Latex: This cor- 
poration uses space to reprint edi-_ 
torials and speeches its owners en- 
dorse. “While I agree with most 
of the editorials and speeches,” 
Rep. Ramsey said, “others—like 
columnist Westbrook Pegler—dis- 
agree. I don’t believe Mr. Pegler 
should have to subsidize the dis- 
semination of the material.” 

Editorials of the New Bedford 
Times: The publisher of this news- 
paper buys newspaper space in 
Washington and other cities to re- 
print editorials “promoting Taft- 
Republicanism,” according to Rep. 
Ramsey. “I don’t question his right 
to reprint these editorials,” the 
congressman said, “but I object 
to paying any part of the cost of| 
spreading Taft-Republicanism.” 


Tries Coupons for Boscul 

| William S. Scull Co., Camden, 
| N. J., has launched a coupon cam- 
| paign for Boscul tea bags through- 
| out the middle Atlantic area. In- 
}side each can of Boscul coffee is 
/a coupon worth 10¢ toward the 
jpurchase of a package of Boscul 
tea bags of either the 48- or 100- 
count size. Lamb & Keen, Phila- 
delphia, is the Boscul agency. 


on this 


7 


Stereotypers are Aroused 


Mat Question 


| 
Every mechanical conference hears heated references to adver- | 
tising mats, received from agencies, that lack casting qualities. 
. . Production men cannot be too careful to see that art, engrav- 

! 


ing, typography, pattern plate, molding, etc., are what they 


should be. 


Pick a good mat molder and consult him on all these factors. 
. . When it comes to the choice of a dry mat, leave that to him. 


It is his responsibility. 


CERTIFIED DRY MAT CORPORATION 


9 Rockefeller Plaza. Dept. C, New York 20. N. Y. 


For dependable 
stereotyping, rely on 


for March Debut 


| situation, 


view of the editoria] policy of 
Boating Magazine. The publishers 
felt that, since boating is a highly 
seasonal activity, there was a need 
for editorial materia! dealing with 
other recreational pursuits of read- 
ers. Net result of the discussions 
was the plan for Leisure. 


New Canadian 
Monthly Is Set 


Toronto, Jan. 15—Hugh C. Mac- 
Lean Publications on March 1 
will introduce Leisure, a new 
monthly magazine whose editorial 
formula “will exclude anything 
reminding a reader of his job, his 
business, the perplexing world 
economics, investment, 
industrial strife or anything but 


2 Appoint Canadian Agency 
Hartz Mountain Products, New 
York, manufacturer of bird and 
pet products, has appointed Paul- 
Taylor-Phelan, Toronto, to han- 
dle its Canadian advertising. The 


the pleasant things of life.” on dans ee 
Proposed circulation of the first Thomas, Ont., producer of. vet-| 


issue will be 10,000, composed of, 
about 5,000 readers of Boating | 
Magazine—which MacLean has| 
published for more than 25 years— 


erinary specialties. J. J. Gibbons 
Ltd., Toronto, previously had the 
Viobin account. 


|and about 5,000 selected, above- Form TV Film Company 


average income business and pro-| Charles W. Curran, formerly a 
fessional men in Canada. Hollywood screenwriter, and Ste- 
The b&w full-page, one-time| phen E. Fitzgibbon, formerly stu- 
card rate has been set at $225, and - rm orang <4 a ny ete 
eS gage ce ovietone in New York, have or- 
the four-color full-page rate is ganized Times Square Productions 
$325. ‘. : Inc., at 145 W. 45th St., New York 
Idea for Leisure, according to! 19, to produce theatrical and tele- 
MacLean, developed during a re-) vision motion pictures. 


| 
| 
| 
| 
| 
| 
| 
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Agency Changes Name 

George H. Gibson Co., New 
York, has changed its name to 
Bauer Advertising Inc. 


A Powerful Good-Will 
Sales Builder 
* The smoothest writing Ball 


clip 
¢ Precision manu- 
factured for one 
of America's 
largest dis- 
tributers of 
fine writing 
instruments 
kes 6 


carbons 


The Pen with « 
complete EXTRA 
Refill UNIT for 

long serv 

FREE SAMPLE 
and quantity prices 
on request. 
Write today! 


CHARMS & CAIN 
407 $. Dearborn St., Dept. AP-21, Chicage 5, III. 
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, ed at approximately 
air nd cream m 
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drew inquiries from 
Indiana, Ohio an 
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wowo, 
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National ats) WBZ 
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New York Art Directors Issue 30th Annual 


New York, Jan. 15—The New 
York Art Directors Club has is- 
sued its 30th consecutive annual 
Sli 9 of advertising and editorial art, 
- which contains award winners and 
other entries in the 30th national 
exhibition sponsored by the club 

The volume has sections showing | 


paper and trade publication adver- 
tising, booklets, direct mail, car 
cards, posters, calendars, point of 
sale pieces, magazine editorial de- 
sign and covers, and various types 
of illustrations—fiction, general, 
fashion-style, etc. 

In addition, new features include 


a cross-section of current layout|a color portfolio, an index of art 
3 design and art for magazine, news-| directors and a special section on 
x npn | Ee CRnMSIale: 
Published by Pellegrini & Cu- 
yng LAYOUTS. dahy, the volume is priced at $10. 
goons. apver ERTS at 15 work 
QUATING ScanP wo (WAR Ris AND cA 
pnotd caus DRAWINGS and ANNUAL REVIEWS 
; ENGINE Excess Cement Removed By Rubbing 1951 POSTERS 
>i aay, With Moe Fingers os New York, Jan. 15—The 1951 
wy a ~ a <a -~ edition of the International Poster 
es = \ «¥s! Annual, containing representative 
uy, } pees , examples of poster art used last 
A \ p I 
‘ Mra ST y VW ot year in the U.S. and in 12 for- 
: Se een panes a eign countries, has been published 
ang? Sold by art, stationery ..%av®® || by Pellegrini & Cudahy, and is 
shame” and photo dealers = priced at $10. 


A number of safety posters pre- 
pared by the Royal 
the Prevention of Accidents 


uwion auseee & assestos co 
Society for 
(the 


MAKES PASTING A PLEASURE 


w GROCERY STORE PRODUCT MANUFACTURERS: 


WANT TO COUPON 


Y ‘ (at low cost) 
= ONE OR ALL OF THESE 


WESTERN MARKETS | 


| British counterpart of this coun-| 
try’s Nationa] Safety Council) are 
reproduced in the volume, which 
also contains an article on safety 
posters by S. A. Grummitt, pro- 

duction manager of the society. 
Two other articles appear in the 
book. One deals with contemporary 
design for film posters, while the 
other contains commentaries on 
several posters designed for and 
produced by the New York Times. 
rhe commentaries were written by 
Irvin S. Taubkin and George Kri- 
korian, promotion manager and 
art director of the promotion de- 
partment, respectively, for the 
Times, and by Paul R. Smith, art 
director of Calkins & Holden, Car- 

lock, McClinton & Smith. 

Text and commentary are 
English, French and German | 
| 


WINDOW DISPLAY 
‘HANDBOOK’ ISSUED 

New York, Jan. 15—“A hand-| 
book of suggestions and ideas cov- | 
ering the present position of win- | 
dow display and pointing new lines | 
of advance for the future” is the 
way in which the publishers (Pel- 
legrini & Cudahy) describe “Inter- 
national Window Display,” a hand- 
some volume edited by Walter 
Herdeg of the Graphis Press, 
Switzerland. 

The book contains sections de- 
voted to window displays in 
France, Great Britain, Italy, Swit- 
zerland, the U.S. and several other 
countries. Special sections deal 
with display units, interior dis- 
play, mannequins, paper sculpture 
and display pieces. 

Text and commentary in the 
volume are in English, French and 
German. It is priced at $12.50. 


PRINTS ‘SO YEARS OF 
POPULAR MECHANICS’ 

New York, Jan. 15—‘“Fifty Years 
of Popular Mechanics, 1902-1952,” 


IN MARCH? 


; 
. ' —San Francisco Bay Area 
| ' — Los Angeles Area 
> . —San Diego Area 
: — California Valley Towns Area 
¢ 
_ — Pacific Northwest Area 
{ ; —Salt Lake City Area 
sa — Hawaiian Islands 
rs 
fe 
: “BRANDS YOU KNOW” has scheduled group coupon 
ee mailings in the above areas to reach 3% million 
£2 higher income homes in early March. Areas may 
Gr be purchased separately or in combination. 
LOW COST— from $6 to $10 per thousand. Price in- 
cludes everything — printing three-color coupons 
({two-sides) and all mailing costs. You simply fur- 
nish black-and-white art work and color overlay. 
CLOSING DATE— Repeat participants are already 
© signing for this Spring “BRANDS YOU KNOW” 
M mailing. Write, phone or wire for details on the 


few available openings. First come, first served. 
Closing date for all areas is February 15, or as in- 
% dividual areas reach the maximum of six non-com- 


petitive coupons. 


“BRANDS YOU KNOW’ couponing service is used 


repeatedly by leading national food manufacturers. 


“BRANDS YOU KNOW” 


_ 612 Howard Street, San Francisco 5, California, Garfield 18500 
oS Ben 8. Vail, 141 East 44th Street, New York 17, N.Y., Murray Hill 7-4631 


| Schuster. 


| pages from the 660-odd issues of 


|tracing the development of sub- 


has been published by Simon & 
Edited by Edward L. 


home base for its 1952 “Take Tea and 
during the week of Jan. 18-28. Mayor 


to right) John M. Anderson, Gerard 


STAMFORD SELECTED—The tea industry has selected Stamford, Conn., as the 


See Week” celebration. Special activities, 


including a big parade and the selection of “the 1952 queen, will take place 


Thomas F. J. Quigley signs proclamation 


making the week celebration official. Tea industry representatives (standing, left 


L. Brant and Bill Treadwell look on. 


Gilbert Gets Bra Account 
Lilyette Brassiere Co., New 
York, has named Gilbert Advertis- 
ing, New York, to handle its ac- 
count. The company will launch 
a consumer and trade campaign 
to introduce its new Fantasia bra 
as well as to promote its other 
styles. Harry Serwer Inc., New 
York, is the previous agency. 


Bayuk Promotes McDonald 
John P. McDonald, manager of 


the Philadelphia sales branch of 
Bayuk Cigars Ine., has_ been 
named assistant general sales) 


manager of the company. Mr. Mc-' 
Donald joined Bayuk in 1927. 


Varney Named Ad V.P. 

Russ Varney has been named 
v.p. in charge of advertising, con- 
}sumer and trade relations for 6 
|O’Clock Foods Inc., New York. He 
was formerly in charge of public 
relations and advertising for the 
Fleischmann division of Standard 
| Brands Inc. 
| 


|Lavenson Adds Account 


| The American Metal Specialties 
Corp., Hatboro, Pa., manufacturer 
of Doll-E-Toys, has appointed 
Lavenson Bureau of Advertising, 
| Philadelphia, to handle the com- 
pany’s advertising, merchandising 
and sales promotion. 


Throm, the 308-page volume con- 
tains facsimile reproductions of 


the magazine which have appeared 
since January, 1902. The price is 
$5. 

In addition to picture stories 
marines, airplanes, balloons, heli- 
copters, trains, radio, television, 
chemistry and atomic energy, the 
book reports on aids for shoplift-' 
ers, Anna Held’s 20-strap sandals, 
perpetual motion, bootlegging, 
self-tipping hats, boxing, hair 
growers, hobble skirts, how to use 
an umbrella as a weapon, etc. 


| 
| 
PENS PR CAREER BOOK 

Cuicaco, Jan. 16—Modern Voca- | 
tional Trends here has published | 
“Careers in Public Relations,” by | 
Juvenal L. Angel, director, public 
relations school, Latin American 
Institute. 

The plastic-bound, mimeo-| 
graphed booklet contains descrip- | 
tions of various positions avail-| 
able in the field, the necessary} 
education and training required, | 
expected remuneration, opportun-| 
ities, etc. Also included is a 
lengthy public relations careers| 
bibliography. The price is 50¢. | 


HESS WRITES BOOK 

New York, Jan. 16—Department | 
store promotion is the subject of 
one chapter in “Every Dollar) 
Counts,” a book by Max Hess Jr.,| 
president of Hess Bros., Allentown, | 
Pa., department store, to be pub- | 
lished early in February by Fair-| 
child Publications Inc. 

Techniques and procedures in| 
the operation of a department 
store—which can be applied to 
lany retail business—are also dis- | 
| cussed in the new book. 


Hub Hosiery to Silton 
Hub Hosiery Mills, Sowell, 
| Mass., has appointed Silton Bros., 


| Boston, to handle advertising for | 
its line of children’s socks. 


JOB WANTED! 


TELEPHONE: 
Highland Park 2-3843 


Norman W. LeVally 
232 Prospect Ave., 
Highland Park, Ill. 
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50% of New York 
Papers Propose 
‘52 Rate Hikes 


(Continued from Page 1) 
the total percentage increase is 
100% or more over the 1940 rate. 
3. At the present time, 16 papers 
are contemplating increases in the 
near future; 22 are not. 


National advertising: 


1. Eighteen papers had rate in- 
creases in 1951. 

2. Since 1940, rates of 15 news- 
papers have gone up between 50% 
and 79%. 

3. No increase in the near future 
is contemplated by 23 of the re- 
spondents. 

Classified advertising: 

1. Ten papers had increases in 
1951, 13 the year before. 

2. More than 15 papers have in- 
creased their rates at least twice 
since 1940. Five papers have done 
so five or more times. 

3. Rates have gone up 100% or 
more since 1940 for ten papers. 
Twenty-five do not expect any in- 
crease in the near future. 


8 It’s apparent from this that the 
next rate boost, as far as these 44 
publishers are concerned, will be 
in local advertising. Not all pub- 
lishers answered the rate increase 
question, which makes the figure 
given even more convincing. 

There seemed to be a trend, par- 
ticularly in the local category, to- 
ward contracting on a monthly 
basis, rather than yearly. 

Chauncey S. Hurley, advertis- 
ing director of the Syracuse Her- 
ald-Journal, made an oft-repeated 
charge that newspapers are con- 
fusing themselves and advertisers 
by measuring in terms of agate 
lines and column inches, and by 
using local, retail, national and 
general classifications. He urged 
the publishers to have retail or 
general rates, or national rates, 
with no division between local and 
national rates. 


8 Another bid for standardized 
rate structure, this time for classi- 
fied, was put in by Anthony T. 
Powderly of the Rochester Demo- 
crat & Chronicle. In addition, the 
one-time rate “should be all the 
traffic can bear and maybe a little 
more,” he said. 

Seventy-nine per cent of the re- 
spondents expected classified lin- 
age increases this year; 60% pre- 
dicted a local linage rise, and half 
expected national linage increases. 

At an earlier panel on “The 
Business Side of Newspaper Pub- 
lishing,” five newspaper execu- 
tives described different techniques 
of and suggestions for cutting pro- 
duction costs. 

With a belief that “newspaper 
records are entirely too involved,” 
and the “complete cycle of a news- 
paper is one week,” Donald P. 
Miller, general manager of the 
Call-Chronicle Newspapers, Allen- 
town, Pa., described the simplified 
records procedure under which the 
papers operate. 


® Reports from all Call-Chronicle 
departments are made weekly on 
4”x5” file cards. In that way the 
papers have a current record of 
all operating expenses. 

The papers use a simplified ad- 
vertising contract and rate card, 
all advertisers being billed weekly 
with a 3% discount. Production 
costs are considered in terms of 
hours spent rather than dollars 
spent. Mr. Miller thought produc- 
ing a page per day per employe 


| checking purposes. 
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into inefficiency,” the general 
manager cautioned the publishers. 
“Anybody can run a newspaper 
today. The idea that increased vol- 
ume is going to continue to grow 
is a sure pipedream.” 


8 Production methods have not 
changed materially in more than 
25 years, in the opinion of James 
H. Righter, assistant business man- 
ager of the Buffalo Evening News, 
largest state daily outside of New 
York City. 

Referring to production methods 
| which made it difficult to keep 
costs down, Mr. Righter listed “im- 
possible proof demands” by ad- 
vertisers. The Evening News fi- 
nally notified advertisers that} 
there would only be two proofs) 
pulled, one for minor errors and 
the’ second for comparison and | 


Following expected protests, in- 
cluding those of the paper’s largest 
advertiser, all agreed that constant 
copy changes cost everyone money, 
and the system now works satis- 
factorily, he reported. 


A. Macauley, Retired 
Packard Head, Dies 


CLEARWATER, FLA., Jan. 17—Al- 
van Macauley, former president 
and chairman of the board of 
Packard Motor Car Co., died here 
last night in the Morton-Plant 
Hospital of uremic poisoning and 
pneumonia. Mr. Macauley would 
have been 80 years old today. 

A native of Wheeling, W. Va., 
the Detroit industrialist worked for 
National Cash Register Co. and 
was general manager of Burroughs 
Adding Machine Co. before enter- 
ing the automotive field. 

He became general manager of 
Packard in 1910 and three years 
later was appointed a v.p. In 1916, 
Mr. Macauley was elected presi- 
dent of Packard and in 1939 be- 
came chairman of the board. He 
retired four years ago. 


EDWARD H. DECAMP 

Garrney, S. C., Jan. 15—Edward 
H. DeCamp, 86, publisher of Grit 
and Steel, was found dead in a 
ditch here Monday, two days af- 
ter he was last seen alive. An ex- 
amining physician said he prob- 
ably died of exposure on Jan. 12. 

Mr. DeCamp was a life-long 
member and past president of the 
South Carolina Press Assn. and 
had not missed a meeting in 45 
years. 


HAWLEY P. MARTIN 

RIcHMOND, VA., Jan. 15—-Hawley 
P. Martin, 44, manager of Court- 
land D. Ferguson Inc., Richmond 
agency, died here Monday. 

Mr. Martin was associated with 
the Grange League Federation’s 
agriculture and advertising re- 
search department in Ithaca, N. Y., 
from 1934 to 1940. In 1940, he 
became director of information for 
the Southern States Cooperative 
in Richmond. He joined the Fer- 
guson agency in 1947. 


J. SOLEY COLE 

Utica, N. Y., Jan. 17—J. Soley 
Cole, 83, a former advertising man- 
ager of Frisbie-Stansfield Knit- 
ting Co. and an oldtime Utica 
newspaper man, died yesterday 
after a long illness. He had been 
on the staffs of the local newspa- 
pers for many years. 


FRANK D. WALKER 
INDIANAPOLIS, Jan. 18—Frank D. 
Walker, 46, who only last week 
was named associate editor and 
advertising director of TV News, 
Indianapolis, died here yesterday 
of a heart attack while returning 


was an ideal setup. 
Rather than operate on a budget, 
“which everybody then tries to live | 
up to,” he suggested this simpli- 
fied hours-per-man system. 
“Increased volume is lulling us’ 


from a visit to his doctor. He is! 
survived by his widow, “Tommy” 
Walker, who operates her own re-| 
search organization here and is) 
also secretary of the Indianapolis! 
Advertising Club, and by two sons. | 


i 


BURNETT EXPANDS—Looking over the former studios and offices of WAIT, which 


are being converted into o broadcasting 


to right) David Dole and Lee Bland of the agency's broadcasting staff; R. N. Heath, 
executive v.p.; Ross Gamble, v.p. and treasurer; William L. Weddell, v.p. in charge 


of broadcasting, 


Burnett Expands Broadcasting Facilities; 


Radio and TV Billings 


Cuicaco, Jan. 17—Leo Burnett 
Co. is setting up a complete agency 
broadcasting department in the 


department by Leo Burnett Co., are (left 


and Leo Burnett. 


Now Top $12,000,000 


dated. 
Burnett’s expanded broadcast- 
ing department now numbers 36 


studios and offices formerly oc-! persons, and there are approxi- 
cupied by radio station WAIT. The} mately the same number of radio 
studios and Burnett's offices are| and television writers and broad- 
both in the London Guarantee! casting media buyers in other de- 
Bldg. partments of the agency. 

This expansion of broadcasting 


facilities was necessitated by the 
fact that the agency’s broadcasting en ae y pg 
volume in 1952 will total more . . 
than $12,000,000, or about 40% of| CHIcaco, Jan. 17—Leo Burnett 
its total advertising volume, ac- Co. divided approximately $260,000 | 
cording to William L. Weddell, v.p. among members of the Burnett 
in charge of broadcasting. Profit Sharing Trust last week, 
The agency’s New York and/| bringing total assets of the trust 
Los Angeles offices (which handle| to approximately $1,175,000. The 
most of its radio and television|money is invested, under the 
business) also will move into supervision of trustees, by the 
larger quarters having “greatly | Harris Trust & Savings Bank. 
increased” broadcasting facilities. | The trust, which was established 
|in 1943, provides that a certain 
® The new Chicago studios will | percentage of the agency’s earnings 
contain facilities for auditioning,| be set aside each year for distribu- 
reviewing, editing and taping re-| tion to all persons who have had 
cordings and transcriptions of ra-| one continuous year of service 
dio material, and for editing mo-| With the agency. 
tion picture films and kinescope | _ Over the past five years, bene- 
recordings of TV material. | fits accruing to eligible employes 
A viewing room with a capacity | have ranged from 16.9% to 23.6% 
of 70 persons is being constructed,| of the base salaries upon which 
and it will be divided by a mov-| benefits are calculated. A year ago} 
able partition so that two separate, the trust members’ share of the 


smaller groups can be accommo-! 


agency’s earnings was $233,665. 


Advertising in the Test Stage 


Nestle-LeMur Co. 
Introducing Lite | 


New York, Jan. 15—Lite, a new} 
shampoo hair lightener turned out) 
by the Nestle-LeMur Co., will be} 
promoted via full-color pages in 
romance and movie magazines 
through R. T. O’Connell Co. 

Described as the only shampoo 
hair lightener that contains no 
ammonia, Lite will be sold at $1.50 
for home use. Promotion will stress 
its use as a lightener for hair on 
the head and body. A special in- 
troductory limited-time offer will 
see one package of Lite given free 
with the purchase of five. 

The company also has an- 
nounced introduction of new 50¢ 
economy-size 14-rinse packages of 
Colorinse and Colortint. The prod- 
ucts were previously available in 
25¢ sizes of six rinses each. 


TONI FASHION SHOW 
IS EXPERIMENTAL 

Cuicago, Jan. 15—Toni Co. has 
signed with United Television Pro- 
grams to use the “Fashion Pre- 
views” 15-minute filmed video 
show for one year, over WDTV, 


PLANS DOG FOOD TEST 


SeaTT._e, Jan. 15—-A test cam- 
paign for Centennial Flour Mills 
Co.’s Frolic dog food is scheduled 
for the Yakima, Wash., area in 
February and March, Richard G. 
Montgomery & Associates agency, 
Portland, Ore., will prepare the 
campaign. 


THRIFTO RUNS 90-DAY 
TEST IN FRISCO AREA 

PETALUMA, CAL., Jan. 15—Thrifto | 
Products Co. has begun a 90-day | 
test campaign in the San Frartcisco | 
area for Thrifto cream, whip and 
non-fat milk. 

Newspapers, radio, television and 
point of purchase are being used. 
Ley & Livingston, San Francisco, 
is handling the campaign. 


Park & Tilford Sets Highest 
Ad Budget for ‘52 Campaign 
Although no figure is given, the 
advertising and sales promotion 
budget for 1952 by Park & Tilford) 
Distillers Corp., New York, is the} 
largest ever, according to Arthur’ 
| D. Schulte, president. Major por- 
| tion of the budget will go into 
b&w and two-color ads in several 
hundred newspapers, in sizes 
ranging from a full page down. 


Pittsburgh. Toni reportedly con-| 


siders this fashion show, which 
consists of interviews by Frances 
McGuire with women’s fashion ex- 
perts, as an experiment. 

Foote, Cone & Belding handles 
the account. 


| The outdoor budget, which will 
|go for 24-sheets, painted walls,| 
Day-Glo and black light in leading | 
metropolitan areas, has been in- | 
creased. Rounding oui the sche-} 
| dule are magazine ads in some 15 
publications. Storm & Klein, New| 
' York, is the P&T agency. 


Dailies’ Ad Rates 
Are Too Low, Say 


Circulation Execs 
Rocnester, N. Y., Jan. 15—Ad- 


| vertising took a licking today at 


the New York State Publishers 
Assn. winter meeting as speakers 
on the newspaper circulation panel 
declared that increased production 


| costs are being met almost wholly 


by increased single copy rates. 

Panel Chairman Matthew G. Sul- 
livan, circulation director for Gan- 
nett newspapers, said that the rise 
in advertising rates is mainly a 
reflection of increased newspaper 
circulation rather than higher 
costs. 

Mr. Sullivan and other panel 
speakers decried this trend to 
higher copy prices because (a) 
circulation gives power to news- 
papers which would be diminished 
by too high prices, and (b) high 
cost eventually results in the dim- 
inishing of the total number of 
newspapers. 


8 J. L. Stackhouse of the Express, 
Easton, Pa., told the assembled 
publishers that some subscription 
rates have gone up more than 
100%, which advertising has not 
equaled. 

Publishing a newspaper with 
50,000 circulation costs $33,000 a 
month “over and above what the 
readers pay,” Mr. Stackhouse said. 
“If the reader were to pay tRe 
whole cost of producing his —~ 
paper it would cost him 45¢ or 5 
a week. I’m not advocating a 5 
a-week subscription rate for a 
six-day newspaper, but I’m sug- 
gesting we may see a need for ft 
in the future.” ; 

Ralph B. Cowan, circulation 
manager of the Toronto Star, algo 
took up the advertising cudgel, 
asking why newspaper subscribefs 
should have to pay the distribution 
costs of advertising that is being 
forced upon them, since they buy 
newspapers only to read news. ~ 
= The final panelist, David W. 
Howe, business manager of the 
Free Press, Burlington, Vt., ré& 
ported that 42 daily newspapers 
in 17 states now charge subscribers 
5¢ a week in addition to the 30% 
rate for home delivery servicé. 
“There unquestionably is a stro 
trend in this direction,” he ool 
“If the paper reaches the limit on 
other sources of revenue, this is 
something to consider.” 

Edward J. Hughes, newly elected 
president of the group and presi- 
dent of the Item, Port Chester, N. 
Y., told the meeting that in 1950 
New York state newspapers had a 
9,000,000 daily circulation, em- 
ployed 32,000 people and had a 
$121,000,000 payrcll. 


Goldstein Leaves Olian 
for Westheimer & Block 


J. Walter (Scoop) Goldstein has 
resigned as a v.p. of Olian Adver- 
tising, St. Louis, a position he has 
held since 1945, 
to become a part- 
ner in Westheim- 
er & Block, St. 
Louis. 

Mr. Goldstein 
previously serv- 
ed as assistant 
promotion man- 
ager of the St 
Louis Globe- 
Democrat; in the 
copy department 
of D’Arcy Ad- 
vertising; as an 
account executive with John Ring 
Advertising, and as a promotion 
and publicity director for Stix, 
Baer & Fuller department store, 
for ten years prior to joining Olian. 


J. W. Goldstein 


Hoffman Adds Razor Account 


Hoffman Advertising, New 
York, been appointed by 
American Safety Razor Corp., 
Brooklyn, to direct merchandising 
and advertising for its hospital di- 
vision. 
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(Continued from Page 2) 
furniture dealer “will have to get 
hurt” before he begins to realize 
that quality is more important to 
the consumer than price 

He said the home furnishings in- 
dustry uses very little advertising 
0.6% of the national total. One 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
5 Columbus Circle, N.Y. 19 * CO 5-8088 


“Over a Quarter Century 
of Dependable Service” 


Retail Furniture Ads Called Worst 


} 
reason for this, he suggested, is | 
that furniture dealers still have a 
low-price regional perspective and 
resist promotion of national brand 
items. 


@ Mr. Cherr said consumer adver- 
tising from Y&R’s home furnishing 
clients will be lower in 1952, main- 
ly because General Electric, the| 
largest advertiser, is reducing pro- 
duction and promotion. However, 
he said the other home furnishers 
will either maintain or increase 
their ad budgets. He told the news- 
men that Y&R is counting on 1952 
as a good business year but warned 
that sales will not come automati- 
cally. He said that dealers who are 
counting on shortages or rumors 
of shortages to guarantee sales are 
in for a big letdown. | 

The public, he said, just does 
not believe the dire pronounce- 
ments coming from Washington, 


County Agent D. 


~ 


in his county 


ae 


Mr. Babbitr— 


cick catia, othe uaa dnandeatinaamamttaimeadaaiel 


Made 705 farm visits 
Hod 4,575 office visits 


Made 6,285 phone calls 


Made 4 radio broadcasts 
Dictated 2,736 letters 


special issues a particular help 


Po: Agent Babbitt and the other 


Business 


WATT PUBLISHING 


Los Angeles San Francisco 


New Yow Chae ago 


Like all County Agents, Vo-Ag Teachers and Extension Leaders, 
Mr. Babbitt has more than ordinary influence with the farmers 


; Here, for example, is why he's your key man in the farm field. 


Conducted 223 meetings attended by 14,032 farmers 


Circularized 42,674 farmers with 87 different letters 
Published 829 news articles 
Distributed 5,959 farm bulletins 


Made 346 separate soil tests 


Mr. Babbitt says: “I make it a point to leaf through every issue of 
BETTER FARMING METHODS from cover to cover. I find the 


this magazine to pass on to farmers.” 

‘That's why it will pay you to keep your sales story before County 
22,000 farm leaders who depend on 
BETTER FARMING METHODS. The March Annual Husbandry 
Issue is one of the special issues covering every phase of farming. 


| 
| 


| 


M. Babbitt, Flemington, N. J., 
conducting one of his 223 extension meetings. 


I get considerable information from 


Magazine for Leaders who TRAIN and 
ADVISE farmers. 


Seattle Dallas Portland «Denver Palo Ait 


“and the public is right,” he added. 

The importance of special pro- 
motions also was emphasized by 
Mr. Cherr. He pointed out that 
Y&R developed an extensive TV 
campaign for the Negro belt in 
Harlem and the effort paid off 
handsomely. 

Too many manufacturers, he 
said, consider advertising an oper- 
ation which will bring quick re- 


sults. But you cannot win consum- | 


er preference overnight, he added. | 


Mr. Cherr said advertising acts 
mainly as a catalyst and should be 
regarded as a steady weapon inte- 
grated in the over-all selling cam- 
paign of a company. 


CHERR GENERALIZES. 
FURNITURE EXEC SAYS 
CHIcaco, Jan. 16—Roscoe Rau, 
executive v.p. of the National Re- 
tail Furniture Assn., told AA to- 
day that the statement by Samuel 


Cherr, v.p. of Young & Rubicam, | 


in which Mr. Cherr asserts that 
furniture retailers “are guilty of 
the worst advertising in the U.S.,” 
is a case of over-generalization 
drawn from relatively few in- 
stances. 

Mr. Rau added: “The Better 
Business Bureaus, supported by 
local retailers and aided by news- 
papers, seem to do a pretty good 
job in most of the leading cities 
of the country in policing retail 
home furnishings advertising. 

“It should be an easy matter to 
match every sin of retail home 
furnishings promotion with sins of 
national promotion in the beauty, 
cosmetic, patent medicine and cig- 
aret fields and still have 1,000,000 
false or misleading claims left over 
in the field of national advertising. 

“Anyhow,” Mr. Rau comment- 


|ed, “who gains when the pot calls 


the kettle black?” 


® He pointed out that, following 
the meeting at which Mr. Cherr 
spoke, the Y&R executive said he 


jhad been referring only to those 


home furnishings stores whose ads 


| are misrepresentative. (During the 


meeting, however, Mr. Cherr did 
not qualify his remarks.) 

“In most kinds of nationally ad- 
vertised goods, distributed through 
retail stores,” Mr. Rau said, “the 
manufacturer, aided by his adver- 
tising agency, does the lying—the 
files of the FCC and FTC are piled 
high with such. 

“Sitting on top of the mountain 
of evidence, it is most unfair for 
any agency man to flap his wings 
and point the finger of criticism 
at a whole retail trade.” 

Mr. Rau said Mr. Cherr has de- 
clined to write an article for the 
National Retail Furniture Assn.’s 
National Furniture Review, in 
which he was asked to detail 
the specific instances and charges 
from his talk, with references to 
the experiences of Y&R’s home 
furnishings clients. 


You'll Love Hazel Bishop 
No-Smear Lipstick, Too! 
Won't Eor Off! Won't Kins Of} Won't Smear OM! 


No wonder fs Amercas Largest Seliing Lprnch! 
Creamy-smooth! 7 Flattering Shodes $! 10° 


Hazel Bishop’s 
New Beauty 
Miracle! 


Instantly — you can transform s pale, tired 
complexion to one which glows with new radiance. 
(me that makes your friends exclaim, 

“You never looked so healthy — se wonderful.” 
There's nothing more flattering to your complexion 

than gh looking radiance 

your But you can’t get it with old-fashioned 
rouges that leave a hard, painted look! 


the first time, Hazel Bishop Complexion 
heate blush of 


wely, it seems 
he tell-tale rouges, 
t blotches, cakes, streaks, or 
cloge — blends perfectly with your shin tone 


Complexion Glo 


3 Aattering shades! “Pink Glow” for light skin, 
“Coral Glow” for medium skin, “Rose Glow” 


for dark shin. 
Smant ECONOMICAL BOUDOIA SITE spo 
Convenient to-carry purse flacon $1* 
t 
N A M E 
Te Tee 


COMPLEXION GLOW—Newspopers across the country are running this 440-line 
ad for Complexion Giow, Hazel Bishop's new cheek makeup. In three shades, the 
product retails at $1.50 for boudoir size and $1 for a purse flacon. (Story on Page 14.) 


Wanna Hold Your Job? Ad Placement 
Counselor Lists Nine Requisites 


New York, Jan. 15—‘“When 
employers are faced with a choice 
between unreliable brilliance and 
reliable competence,” they choose} 
the latter, according to Walter A. 
Lowen, head of his own advertis- 
ing placement agency. 

Speaking to a meeting of the | 
Assn. of Advertising Men last} 
week, Mr. Lowen, who is now in 
his 32nd year of personnel work, 
enumerated some of the charac- 
teristics which employers prize 
most in their workers: 

1. Know what you want to do. 

2. Reliability, under which comes 
punctuality, meatness, stability, 
etc. 

3. Be in love with your work, 
able to forget time and enjoy every | 
moment. 

4. Good humor, which includes 
cooperativeness, contagious en- 
thusiasm and the ability to aecept 
correction gracefully and then re- 
form. 


85. Good manners—‘simply 
thoughtfulness of others.” 

6. Be big, immune to petty 
squabbles and bickering 

7. Possess initiative, “which 
indispensable to suc- 
and includes persistence, 
alertness and “a willingness to} 
argue but never to the last ditch.” 
8. Study and-understand human 
nature. Be interested in people, 
ask advice and remember that 
“a good leader is a good listener.” 
9. Be profit-minded for your 


1s 


absolutely 
cess” 


employer and give him more than 
his money’s worth. “The wise em- 
ploye strives to be worth twice 
what his employer pays him.” 


® Discussing advertising specifi- 
cally, Mr. Lowen said that it must 
be believed as well as understood 
if success is to be achieved. 

The placement head listed four 
standards to be used in considering 
a job switch: (a) security; (b) 
happy environment; (c) more op- 
portunity to advance, and (d) 
more money. If the first three 
conditions don’t prevail, it isn’t 
worth moving for the last point, 
Mr. Lowen said. 

Besides locating jobs, employ- 
ment agencies can be useful by 
discovering hidden talents and 
helping to work up and criticize 
resumes, now required by many 
companies, he pointed out. 

The Advertising Federation of 
America’s prize-winning color 
slide-film, “Do you belong in ad- 
vertising?” was shown in conjunc- 
tion with Mr. Lowen’s talk. 


Industry Publications Moves 

Industry Publications, publish- 
er of Agricultural Chemicals and 
Modern Lithography, monthly pa- 
pers, has moved to 175 Fifth Ave., 
New York 10. 


Andresen Joins Haeger 

Wendell A. Andresen has been 
appointed to the sales staff of 
Haeger Potteries Inc., Dundee, I. 


PACKAGERS ARE MOST BUY-MINDED DURING ANNUAL 
PACKAGING SHOW .. . SELL HARD IN OUR MARCH 


AND APRIL ISSUES, CARRYING WHOLE SHOW 


STORY TO 15,000 BIG-BUYING 
READERS — plus. 1000 Show-Bonus 


circulation! 


wr 
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Department Store Sales. . 


Advertising Age, January 21, 1952 


Index Drops Sharply from Year Ago 


WASHINGTON, Jan. 15—Depart-{as did Miami and San Francisco, 
ment store sales for the first week | both off 6%. . 


of 1952, ending Jan. 5, fell sharply | 


below the corresponding week of 
last year. The Federal Reserve 
Board index for the week stood 
at 225, a 21% drop. (The board an- 
nounced last week that the month- 
ly index of department store sales 
has been revised for the period 
1919 to date and has been placed 
on a 1947-49 base. The weekly in- 
dex still remains at the 1935-39 
base.) 

The 21% drop in dollar volume 
can be blamed largely on the fact 
that scare buying, which developed 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Jan. 5, °52*..p225 
*Week to Jan. 6, '51*......285 
Week to Jan. 7, ’50*...... 205 
Week to Jan. 8, ’49*...... 272 
Week to Jan. 10, ’48*....251 
Week to Jan. 11, °47*.... 


pPreliminary. 
*Not adjusted seasonally. 


in the beginning of January, 1951, 
due to fear of shortages in scarce 
materials, swelled retail sales to 
an unusually high level, plus the 
fact the week had one more shop- 
ping day, New Year’s Day then 
falling on a Monday. 


# All Federal Reserve districts, 
as well as all cities reporting to 
the board, reported losses for the 
week. The Boston district was 
down 34%; the New York area 
showed a 25% loss; the St. Louis 
and Cleveland districts were off 
24%, and the Chicago district was 
down 20%. 

The largest losses among the 
cities were recorded in Boston (off 
37%); Portland, Ore., and Louis- 
ville (minus 36%); Providence 
(off 35%); San Diego and Spring- 
field, Mass. (off 34%); Cincinnati 
(down 31%); and Akron (off 
30%). 

Erie registered a comparatively 
small loss, down 3% for the week, 


% Change from ‘50-'51 
Jan. Mo. 


Federal Reserve to of Wk. 
District and City Oct. Nov. Jan. 
5 
UNITED STATES 4 9 —21 
Boston District 2 5 —te 
New Haven 4 5 —24 
oo a 3 6 —37 
Lowell-Lawrence —2 2 —22 
Springfield 5 5 —s 
Providence ...... 0 1 —35 
New York District . 6 6 —25 
ne 5 EE 6 5 —27 
Buffalo .. 6 6 —15 
New York . 5 4 —26 
Rochester 7 6 —28 
Syracuse . 7 13. —17 
Philadelphia District 3 8s —17 
Philadelphia 2 6 —17 
Cleveland District 5 2% —24 
Akron 6 28 —30 
Cincinnati 0 1) —31 
Cleveland 6 29 —28 
Columbus 4 26 —20 
‘oledo ... 7 6 —17 
Erie . 8 56 — 
Pittsburgh 3 53 —21 
Richmond District .... 4 2 —18 
Washington 3 12 —17)| 
Baltimore é 5 13° —21| 
Atlanta District .............. 3 12 —13 
Birmingham 2 5 9 
Jacksonville 8 16 0 
iami 6 13: —6) 
OS a ean 1 8 . 
Augusta . 19 35 ° 
New Orleans —l ll —13 
Nashville avant 0 133-9 
| Chicago. District ........ 4 3 —20 
| Chicago .......... 4 2 —16 
Indianapolis 8 9 —27 
Detroit 5 5 —27 
Milwaukee 4 5 —2l 
St. Louis District 1 4 —24 
Little Rock . —l 10 —21 
Louisville 1 12 —36 
St. Louis Area 2 3 —24 
Memphis 3 7 —18 
Minneapolis District ..... x—_—2 —16 
Minneapolis ‘ o —2 —16 
St. Paul me —5 -—2 —18 
Duluth-Superior 1 —2 —18 
Kansas City District 3 —6 
Denver ose 3 3 —19 
Wichita 15 17 —11 
Kansas City 3 11 —13 
St. Joseph 2 —3 . 
Oklahoma City —4+ —l —26 


Tulsa 15 ° 
Dallas District 13 —13 
allas 9 —16 

El Paso 9 —16 
Fort Worth 9 —14 
Houston 1 19 —7 


San Antonio 
San Francisco District 


SHOnweune BOwWrKKOuUH 
> 
| 
a 


Los Angeles Area 7 12 
Oakland 

San Diego 13 —34 
San Francisco 18 6 
Portland 3 —36 
Salt Lake City ...... 15 —17 
Seattle 4 —24 
Spokane 3 —13 


*Data not available. 


L&M Names Speirs Treasurer 

John D. Speirs has been pro- 
moted to treasurer of Lennen & 
Mitchell, New York. Mr. Speirs 
joined the agency in 1945 as assist- 
ant controller and was appointed 
controller last year. 
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Goennel Joins ‘LH]' Sales 
Richard F. Goennel, formerly 

with Metropolitan Group, has 

joined Ladies’ Home Journal as 


|sales representative in the New 


York office. 


Ethel Cordner Joins DC&S 

Ethel W. Cordner, formerly with 
William H. Weintraub & Co., New 
York, has joined Doherty, Clifford 
& Shenfield, New York, as a copy- 
writer. 


Edwards Boosts Jean Alvord 
Jean Alvord, who has been with 
‘the store five years in charge of 
advertising copy and production, 
has been promoted to advertising 
manager of E. W. Edwards & Son, 
Buffalo department store. 


PERSONAL 
SCRAP BOOK 
| © tor Letters, Photos, Clippings 


_Here’s a practical loose-leaf holder for 
| the letters, photographs, newspaper clip- 
pings and other records of school, college, 
_military service, sports, weddings and 
| other events that make up family or per- 
| sonal history. Page size, 12” x 15”. 

| Burrelle’s Personal Scrap Book has 75 
heavy plate manila loose-leaf sheets (150 
| pages), lined index page, and handsome 
| maroon leatherette easy-to-open binder. 
| Your name or a one line title is embossed 
| in gold on the front cover. Extra lines, 


| 80 cts per line. 
Check or Money Order 


| 

$7 98 pies 40 om. 
. 

Postage 


) 
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Burrelle’s Press Clipping Bureau 
165 Church St., New York 7, W. Y. 


TO AN ADVERTISING AGENCY 


Considering 


A Merger | 


This advertisement is written on behalf of one of my clients and is 


specifically directed to some agency which also recognizes the trend of success- 


ful advertisers to favor larger agencies. The prospective participant should 


be an agency with current annual billings of at least three million dollars. 


Rs 


Perhaps a merger based on the mutual assets of billings, of clientele 


and of professional ability would be the soundest means of strengthening and 


broadening services. 


I have a strong faith in the agency I represent . . . a 4-A member, long 


established and successful. Its clean list of clients includes outstanding names 


in varied fields. 


I should like to talk with the principals or designated representative of 


any agency interested in exploring the possibilities of a sound and constructive 


merger. 


All inquiries will be treated in strict confidence. 


JOHN 


STEINWAY HALL 


ORR YOUNG 


113 West 57th Street 
New York 19, N.Y. 


Are You One of 3 Types of Advertising Agency ? 


a. 


An agency owned by principals who do 
not have an organizational structure which 
safely provides the leisure they have 
earned. The right merger can bring not 
only a less strenuous existence for such 
principals but greater future security be- 
cause the consolidated agency can build 
an even stronger business. 


b. The “one-man” agency usually with one 


or two outstanding accounts. What is the 
future of such an agency without a strong- 
er organization to permit the principals 
steady earnings and fewer tensions? 


An out of town agency needing a strong 
New York unit. 
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Two U.S. Nestle 
Companies Will 
Merge in June 


(Continued from Page 1) 
evaporated milk, bouillon cubes, 
and other food products. It moved 
its executive offices from New 
York to Colorado Springs in Sep- 
tember, 1950 (AA, Sept. 12, "50) 

At the time of the move to Colo- 


WANTED: 
ASSOCIATE EDITOR 


We need an associate editor for out- 
standing, well-established trade paper 
This man must be a od, fast pins 
also capable re A lent oppo! 
tunity to do dual job = full length 
articles plus newswritin 

Background in pon 9 
er or angustziol heipful but not 
datory. Sala a on proved ability. 
Opportunity "te advance. Congenial of 
fices, many company benefits including 
bonus, profit-sharin Editorial offices 
in Chicago. Our staff knows of this ad 


Box 29, Advertising Age 
200 FE. Miinois St 


, Chicago 11, I 


rado, D. F. Norton, president of 
the Colorado company, told AA 
that the Nestle Co. could operate 
its business in Colorado as well 
as New York 


s He said that the company had 
long been of the opinion that de- 
centralization is a good thing for 
business and added that he be- 
lieved employes of the company 
would benefit by getting away 
from the hectic metropolitan life 
of New York, especially the com- 
muting problem 

In discussing the 


merger, a 


| spokesman for the Colorado com-|the company a 
pany this week vigorously insisted | products (AA, Jan. 
had| 

and | trol 

| thus that the move back east could | through Unilac Inc., 


decentralization 
effectively 


the 
out very 


that 
worked 


not accurately be interpreted as 
a failure of decentralization. 

He pointed out that—so long as 
the two companies remained in- 
dependent—the 
was ideal. The Colorado company 
has its 15 manufacturing plants 
in various sections of the country 
and Colorado Springs served as an 
effective base point. 


® However, the chocolate company 
has its entire manufacturing oper- 
ation centered in New York state, 


first in the Hearts — 2 
of Medical Men 


Y country practitioners 

or city specialists 

THE MEDICAL JOURNALS 
THAT 


Tell your sales story to physicians 


in the eagerly-read, every-member 


STATE MEDICAL JOURNALS 


ALABAMA, sensoat of Med. Assn. of 
icin 


Med ‘Society, Journal of 
CONNECTICUT State Med. Journal 
DELAWARE Med. Journal 

DISTRICT OF COLUMBIA, me Annals of 
FLORIDA, Med. Assn. Journal of 
GEORGIA, Journal of Med. Assn. of 
HAWAII Med. Journal 

INDIANA, State Med. Assn. Journal of 


KENTUCKY Med. Journal 

MAINE Med. Assn., Journal of 
MARYLAND Med “Journal 

MICHIGAN ty Med. Soc. Journal of 
MINNESOTA Medicine 

peepee STATE Med. Assn., pomee of 
NEBRASKA State Med Journa 

NEW ENGLAND — of ied 


(Mass., New He 
New JERSEY pe of Med. Soc. of 
NEW ORLEANS Med. and Surgical Journal 
NORTH CAROLINA Med. Journal 
OWIO State Med. Journal 
OKLAHOMA State Med maw Journal of 
PENNSYLVANIA Med. Jou 
ROCKY MOUNTAIN a Jour. (Colo., Utah, 
re New Mex., 
sOUTH CAROLINA Med "asen., Journal of 
SOUTH DAKOTA Journal of 
TENNESSEE State Med. Assn, Journal of 
TEXAS STATE yo! A Med. 


VIRGINIA 
WEST VIRGINIA ‘ames. Sasenet 
WISCONSIN Mad. Journal 


REPORT the 
LOCAL. 


NEWS 


34 State Medica! Journals 
covering 39 states. One con 
tract, one invoice for all. 
Cut the compolgn to suit 
your cloth . ~ Use our 
Spoce Budgets— 


READY NOW! 


decentralization | 


and thus it obviously would have 
been highly impractical for the 
headquarters of the merged com- 
panies to locate in Colorado, In- 
cidentally, he indicated that not 
all of the Nestle employes or ex- 
ecutives are eagerly looking for- 
ward to their return to the en- 
virons of New York City. 

Nestle’s Chocolate Co., which 

manufactures and sells all Nestle’s 
chocolate and cocoa products in 
the United States, was long known 
as Lamont, Corliss & Co. In Jan- 
uary, 1951, it took the name of 
Nestle’s Chocolate Co. to identify 
with its 
51) 
The Swiss Nestle San con- 
the American companies 
western hem- 
isphere holding corporation of the 
Swiss Nestle group which operates 
from Vevey, Switzerland. 

Both the Colorado and New 
York offices are expected to move 
and be in operation at White Plains 
by June, AA was told. Only a re- 
gional sales office thereafter will 
be maintained in New York, under 
the management of Charles Claus- 
sen, regional manager. 


® All advertising and merchan- 
dising of the combined operation 
will be handled by Donald Cady 
as general advertising and mer- 
chandising manager. He has been 


| Nestle’s Chocolate Co. Palen Flag- 


v.p. and merchandise manager of 


ler, advertising manager of the 
Colorado company, will be adver- 
tising manager of the combined 
company in association with Mr. 
Cady, and H. R. Barry, promotion 
| manager of the chocolate company, 
| will be promotion manager of the! 
consolidated operation, also in as- 
sociation with Mr. Cady. ; 

The three agencies which now 
service the two companies will 
continue under the new setup, 
Mr. Cady said. 

Cecil & Presbrey will continue 
|to handle advertising for Nestle’s 
chocolate and cocoa products 

Needham & Grohmann will con- 
tinue to represent Nestle’s chicken 
cubes, beef cubes and gravy mix, 
Maggi’s cubes and seasoning, Nes- 
tea, and Nestle’s institutional ad- 
vertising. 

Sherman & Marquette will con- 
tinue to handle advertising on Nes- 


cafe. Any discussion of the con- 
solidated company’s advertising 
plans for the future is “prema- 


ture,” Mr. Cady said. 

@ The general field sales organ- 
ization of the new company will 
be under the control of John Fair- 
| grieve, sales manager, formerly 
an assistant sales manager of the 
|! chocolate company, and chocolate 
coating and bulk cocoa sales will 
be under the management of T. F. 
Corrigan, formerly sales manager 
of the chocolate company. 

D. F. Norton, president of the 
Colorado company, will be chair- 
man of the board of the merged 
company. W. K. Wallbridge, chair- 
man of the chocolate company, will 
become honorary chairman of the 
new company. C. C. Day, presi- 
dent of the chocolate company, will 
be vice-chairman of the new com- 
pany’s board and chairman of the 
executive committee 

H. J. Wolflisberg, a v.p. of the 
chocolate company, will be presi- 
dent of the combined company. He 
| will be assisted by four v.p.s, 

namely, G. M. Loeffler, now a v.p. 
of the Colorado company; H. K. 
Philips, a v.p. of the chocolate 
company, who will have charge 
of all sales; L. A. De Bow, assistant 
to the president cf the Colorado 
company; and J. C. Sluder, now 


head of the manufacturing depart- 
ment of the Colorado company. | 


| Kaplan Co. Switches Agency | 
' Kaplan Furniture Co. Cam-| 
bridge, Mass., has switc hed its ad-' 

vertising account from Eddy-'| 
Rucker-Nickels, Cambridge, to, 
| Bennett, Walther & Menadier, Bos- 

‘ton and New York. | 


Advertising Age, January 21, 1952 


In a surprise move, two senators decide to narrow their crusade against 
alcoholic beverage advertising to eliminating only radio and TV 
plugs for distilled spirits Page 1 

Biow Co. chose a rather unusual method in which to announce its re- 
signation of the Schenley Distributors account—-it sent reporters 
the news in a wire from Ben Sonnenberg’s office. An hour later 
Schenley replied—through its p.r. counsel, Carl Byoir—confirming 
the resignation and saying it is “considering other agencies”. Page 1 

Willys Overland will boost its 1952 ad budget about 75% above last 
year’s, and most of the increase will go to promote the company’s 
new Aero passenger car. The announcement campaign for the Acro 
broke in 1,500 newspapers this week Page 2 

Retail furniture dealers are “guilty of the worst advertising in the 
nation,” charges Young & Rubicam’s Samuel Cherr. Mr. Cherr’s 
accusation is a case of over-generalization based on relatively few 
incidents, according to Roscoe Rau, executive v.p. of National Retail 
Furniture Assn. 

Mutual of Omaha will use nearly 3,000 outdoor posters featuring a 
blowup photograph and the name of each agent or district manager 
in each local Mutual area in a campaign to acquaint residents of 
the areas with their local Mutual man Page 3 

There are so many dairy products companies in New York bearing 
the name “Aiello” that the original Aiello Dairy Farms Co. has named 
an agency, changed its name to Aiello Dairy Maid and plans even- 
tually to drop the Aiello name completely 

Smaller agencies may now join the Four A’s, even though they do 
not meet membership qualifications, President Fred Gamble an- 
nounces. But he made the announcement as guest speaker at the 
League of Advertising Agencies’ Ist annual dinner, much to the 
annoyance of some league members 

Two recent proposals dealing with political advertising are “loaded 
with dynamite,” in AA’s opinion, and it is suggested that corpora- 
tions think long and hard before sponsoring advertising in support 
of a specific candidate or party Page 12 

The U. S. can have both guns and butter, and more of them, in 1952, 
according to Arno H. Johnson, v.p. and director of research for 
J. Walter Thompson Co. Highlights of Mr. Johnson’s annual sur- 


vey of the economic scene are on ..................... .. Page 50 
REGULAR FEATURES 
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CATCHING EYES 


whot Eye*Catchers 
photos or mats for 
adv. or editorials at very 
little cost. SINGLE prints 
or money-saving subscrip- 
tion. FREE Proofbook No. 


Form Hamilton & O’Brien 

Bill O’Brien, formerly radio and 
TV director of Canadian Ace, 
Brewing Co., Chicago, and Boris 
Hamilton of Hamilton & Associa-| 


ates, Chicago advertising art + acumena 
studio, have organized Hamilton &| Prncs-coramonel Fi 
O’Brien, television producer, at —— 


207 E. 37 St., N.Y. City 16 


232 E. Erie. 
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Advertising Age, 


January 21, 


New Thyavals Inc. 
Introducing Ruxin 


Los ANGELEs, Jan. 16—Ruxin 
Inc. has been formed by the prin- 
cipals of Thyavals Inc. to market 
a new product, Ruxin, for the re- 
lief of muscular aches and pains. 
Ruxin will be sold in bottles of 90 
tablets retailing at $3.49. 

Thyavals Inc. is the selling and 
distribution organization formed 
last November—to market Thya- 
vals, Orvita and Formula 621— 


bankrupt American Vitamin Asso- 
ciates. 

At the same time, AA was told 
the Thyavals agency, Craig Mauds- 
ley, Seattle, has changed its name 
to Maudsley-Miller and has also| 
opened a new office at Selma and 
Wilcox Sts. in Hollywood. Frank 
Miller, a principal of the agency 
and head of the Hollywood opera- 
tion, was head of AVA’s original 
agency, Counsellors Inc., and be- 
came a v.p. of Schwimmer & Scott 
when that agency took the ac- 
count. 


® Ruxin will be introduced in all 
principal markets of California, 
Washington and Oregon, through 
an intensive radio spot campaign 
beginning this week and next. A 
similar but smaller radio spot cam- 
paign is just under way for Thya- 
vals. Plans now call for a gradual 
stepping up of Ruxin promotion 
during the introductory campaign. 
Thereafter both Ruxin and Thya- 
vals will get equal promotion on 
a reduced scale. 

Principals of Thyavals are Lloyd 
Daviscourt, president; Archie Taft 
Jr. and J. Elroy McCaw (both also 
with KOL, Seattle) and Homer 
Snowden. Principals of Ruxin are 
Ed Rider, North Hollywood phar- 
maceutical manufacturer, presi- 


| oF sworps 
j 
i AND PLOUGHSHARES 
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WHEATLAND TUSE COMPANY 


en i 


NEW SLANT—This Wheatland Tube Co. 
ad is typical of the company’s advertising 
for 1952 which minimizes selling copy. 
Ads, placed by Leonard F. Fellman Asso- 
ciates, Philadelphia agency, will appear 
in ten industrial publications each month. 


Nesco Will Resume 
Magazine Ads Under 
Western Advertising 


Cuicaco, Jan. 17—For the first 
time since Nesco Inc. had a man- 
agement row in 1949, the reorgan- 
ized company is going to advertise 
in national magazines. 

With a 200% increase in adver- 
tising expenditures over 1951, Wil- 
liam J. Freund, director of adver- 
tising, public relations and sales 
promotion, told AA that the house- 
wares manufacturer plans to run 
b&w quarter-page and half-page| ‘ 
ads in five magazines during the 
first six months of 52. The maga- 
zines to be used are Better Homes 
& Gardens, Living for Young 
Homemakers, McCall’s, Modern 


dent, and Fred Johnston, v.p. Sales | 


for both are handled by Drug Mer-| Post. 
chandise Guild Inc., of which Fred | 


Johnston is general manager and 
George Johnston Sr., former head 
of AVA, is president. 


Drug Suppliers Name R&R 
Druggists’ Supply Corp., New 
York, has named Ruthrauff & 
Ryan as advertising, merchandis- 
ing and promotion counsel, Drug- 
gists’ Supply is a group of 152 drug} 
wholesalers who supply more than} 
47,000 independent drug stores. 


Changes Name to Flexonics 

Chicago Metal Hose Corp., May- 
wood, Ill, producer of aircraft 
components, which is celebrating 
its 50th anniversary, has changed 
its name to Flexonics Corp. 


|ey, Chicago. 


Bride and The Saturday Evening 


Trade publication advertising, 
Mr. Freund said, will be devoted 
solely to announcing the consumer 
campaign. 

Another feature of the accel- 
erated program, he said, is a more 
intensified cooperative advertising 
program. 

Nesco’s agency, which has just 
been announced although the ap- 
pointment was made last Septem- 
ber, is Western Advertising Agen- 
Needham, Louis & 
Brorby, Chicago, had the account| 
from April of 1951 until the new 
appointment. Prior to Needham, | 
Nesco’s advertising was handled} 
by Roche, Williams & Cleary, Chi- | 
cago. 


National Nielsen-Ratings of Top Radio Shows 
Week of Dec. 2-8, 1951 


All figures copyright 


by A. C. Nielsen Co. | 


CURRENT HOMES CURRENT 
RANK PROGRAMS (000) RATING 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,059) (7.3) 
1 Lux Radio Theater (CBS, Lever Bros.) 2... ...0cceceee ccc cnenee 7,375 17.6 
2 Jack Benny (CBS, American Tobacco) ........... 266-66 c cc eeeee 6,118 14.6 
3 Baan "Be Gs HD ccccdccccesecccss me, * 141 
4 Charlie McCarthy Show (CBS, Lever Bros.) ... es 12.6 
5 Walter Winchell (ABC, Warner-Hudnut) ........ 02.66. c eee ene 4,903 11.7 
6 Arthur Godfrey's Scouts (CBS, Lever-Lipton) “2 : : 4.903 11.7 
7 Fibber McGee & Molly (NBC, Pet Milk) ........... 4,777 114 
8 Bob Hawk (CBS, R. J. Reynolds Tobacco) ......... 02.2.6. ceees 4,442 10.6 
9 Mr. District Attorney (ABC, Bristol- wate ivechawas 4,358 10.4 
10 Big Story (NBC, Am. Cig. & Cig.) ......... 4,274 10.2 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL pessoal (1,760) (4.2) 
1 Lone Ranger (ABC, General Millis) ...............0.00005. 3,185 7.6 
2 Beulah (CBS, P&G) J 6.9 
3 One Man's Family (NBC, Miles Labs) .. 2,849 68 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,928) (4.6) 
1 Romance of Helen Trent (CBS, Whitehall) 8.3 
2 Our Gal, Sunday (CBS, Whitehall) ....... 8.2 
5 Arthur Godfrey (CBS, Liggett : - ed 8.1 
4 Pepper Young's Family (NBC, a 7.5 
5 Right to Happiness (NBC, P&G ° 7.0 
6 Arthur Godfrey (CBS, Wablece) (indies ccdeeneaaees 6.9 
7 Road of Life (NBC, P&G) ...... - 6.8 
8 Ma Perkins (CBS, P&G) .............. 6.8 
9 Aunt Jenny (CBS, Lever Bros.) . 6.8 | 
10 Gly Sitter GE, POD cccccccccccccce. 6.8) 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,215) (2.9) 
1 True Detective Mysteries (MBS, Williamson) ...... 3,562 8.5 
2 Te GUE dn anes cccanegcecioesssinuss 2,724 6.5 
3 Martin Kane, Private Eye (NBC, U. S. Tobacco) ............. 2,095 5.0 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,634) (3.9 
1 Grand Central Station (CBS, Toni Co.) ......... 66-6 ee cence eneee 3,017 = 
2 EFS FF 8. errr 598 
3 It Happens Every Day (CBS, Tomi Co.) 2.2.20... ce cece cence ees 2,430 


Last Minute News Flashes 


Toni Plans to Introduce New Product on Jan. 29 

Cuicaco, Jan. 18—Toni Co.’s multi-million dollar research program 
has paid another dividend. The company on Jan. 29 will formally 
unveil a new product which has made an impressive showing in hush- 


| hush tests conducted in selected markets. Foote, Cone & Belding is ry 
| agency. 


Smith Sets ‘largest’ Magazine Carpet Copy 

New York, Jan. 18—Alexander Smith Inc. will use the “largest car- 
pet ad ever to run in a national magazine” with two color spreads in| 
the April 21 Life, featuring new textures, colors, fibers and looming} 


| techniques. The double-spread wil] be preceded by color pages in Life | 


on payment of royalties to the} vag : | 
| 


Feb. 18 and March 20, plus ads in six business papers and in March 
and April issues of Better Homes & Gardens, Good Housekeeping, House 
Beautiful and Successful Farming. J. Walter Thompson Co. is the 
agency. 


Telechron Sets Ads tor New Clocks 


New York, Jan. 18—Telechron Inc., General Electric affiliate, will | 
use full-color bleed pages, starting Feb. 18 in Life, Feb. 23 in The Sat- | 
urday Evening Post and in the March issue of Better Homes & Gar-| 
dens, to introduce its new line of electric clocks. Promotion will con- 
tinue through June and will be resumed the last week of August, with 
weekly pages in Life and SEP, plus special pre-Christmas spreads. 
N. W. Ayer & Son is the agency. 


Dolcin Drops Canadian Infringement Suits 

TorRoNTO, Jan. 18—In consideration of Dolcin Ltd.’s withdrawal of 
its infringement suits against Rhodes Pharmacal (Canada) Ltd., J. M. 
Inwood Ltd. and Fieldwell Products Ltd., those companies have agreed 
to cease and desist producing and selling Rhodes’ imitation of the Dol- 
cin formula, D. H. Love, president of Dolcin Ltd., announced today. 


Sindlinger and Foes Settle Out of Court 

PHILADELPHIA, Jan. 18—The U. S. district court today reported dis- 
missal of the suit by Albert Sindlinger against A. C. Nielsen and C. 
E. Hooper over broadcast rating competition. An out-of-court settle- 
ment is understood to have been made. A joint statement will be re- 
leased Jan. 22 


Schedule House Hearing on Fair Trade 


WASHINGTON, Jan. 18—-Congressman Emanuel Celler (D., N. Y.) has 
called a hearing of the House judiciary subcommittee on monopoly 
power on Feb. 1 to discuss the need for legislation for fair trading of | 
retail prices. Three bills are now pending in Congress and others are| 
expected to be introduced as a result of the Supreme Court decision 
against fair trade in the recent Schwegmann case. A hearing will be 
called Feb. 3. 


Davidson to Charles Antell: Other Late News 


e@ Michael Davidson has resigned as director of publicity for Hirshon- 
Garfield to join Charles Antell Inc., hair preparation distributor, in 
the newly created position of advertising manager and public relations 
director. Mr. Davidson's successor at H-G is Joan Roggen, his former 
assistant. 


e The first annual “Advertising in Action” award for the best sales 
promotion and advertising campaign of the year in the investment 
field, established by Standard & Poor Corp., New York, was presented 
Jan. 18 to Jack Dreyfus, senior partner of Dreyfus & Co., New York 
stock exchange house, for its cartoon ads in newspapers (AA, Feb. 
26, 51). Doyle Dane Bernbach Inc. is the agency. In addition to the 
trophy award, three plaques were presented by John T. McKenzie, 
editor of “Advertising in Action,” to Johnston, Lemon & Co., Rey- 
nolds & Co., and Dean Witter & Co., investment houses. 


e@ Robert Otto & Co., New York international advertising agency, last 
week opened a fully-staffed branch in Mexico City under direction of | 
Ignacio Carral, who has been associated with several agencies and radio | 
networks in both the U. S. and Mexico. 


Horvitz’ Mansfield, O., Newspaper Accedes 
to Terms of ‘Lorain Journal’ Court Ruling 


Appoints Frank Barmore 


$3 of the electric range division. 


CLEVELAND, Jan. 16—Mansfield, 
‘Tea Bureau Appoints Adams O., with a population of 43,000, 
|Grocery Merchandising Head again becomes a “free competitive 

Morton Adams, formerly an ac- market” where advertisers may 
count executive on the A&P ac- sell their goods by radio or any 
count at Paris & Peart, New York,| other medium, without fear of 
has been AaP-| reprisals from the Mansfield News 
emer ie reed Journal, the city’s only newspaper. 
aenane of the This is the way government at- 
Tea Bureau, New tornies interpret a consent judg- | 
York. He suc-| ment signed here by Federal Judge} 
ceeds Fred A.!|Charles J. McNamee ending the 
Baxter, who has | Justice Department’s civil action 
resigned to be-! against the Mansfield publication. 
come a merchan-~| The newspaper’s owners, Samuel] 
dising executive) nq Isadore Horvitz, Cleveland, 


t W. Orr 
4 pn A Pend agreed to terms patterned after 


New York. those in the government's suc- 
Prior to join-| cessful anti-trust suit against! 


Morton Adams 


.2| ing Paris & Peart, Mr. Adams was} Horvitz’ other paper, the Journal, | 


advertising and promotion man-| Lorain, O. | 
ager of Welch Grape Juice Co.,| The Supreme Court ruled last | 
Westfield, N. Y. month that the Lorain newspaper | 
violated the Sherman Anti-Trust 
Act in refusing advertising from 
Landers, Frary & Clark, New| firms which also bought radio time 
Britain, Conn., has appointed (AA, Dec. 17). 
— T. Barmore 4 og ~ 
velopment manager of the Uni- ’ 
vane vacuum ro. division. Mr. Four A’s Adds Ben Sackheim 
Barmore has handled district sales; Ben Sackheim Inc., New York, 
assignments and most recently|has been elected to membership 
served as assistant sales manager|in the American Assn. of Adver- 
tising Agencies. 


NBC Marks Time 
on Its Problem 
of Rate Hikes 


New York, Jan. 18—National 
Broadcasting Co. seems to be mak- 
ing little, if any, progress toward 
convincing its affiliates of the ad- 
visability of accepting the pro- 
posed new radio rate formula 

Amidst the confusion, which 
finds the network still pushing for 


|a July 1 deadline on the revisions 


that re-evaluate each market cov- 
ered by NBC affiliates, and many 
stations insisting they want no part 
of a rate structure predicated on 
TV, one thing is clear. The sta- 
tions so far have succeeded in 
staving off the formal notification 
letter which will be the first of- 
ficial step toward implementing 
the projeet. 

The barnstorming v.p.s, who 
were out visiting stations in an 
effort to line up support for the 
network’s proposal, returned to 
New York this week with no sign 
that they had accomplished their 
purpose, Meanwhile, executive v.p. 
Charles R. Denny has gone back 
out on the road for another try. 


8 At this point, NBC is not ex- 
pected to send the letters notifye 
ing each station of its specific rate 
revision—many of them are dowR 
for nighttime and up for daytim@, 
though the over-all network char 
will be about the same—unif 
fairly sure they will be “going 
out on fertile ground.” 

NBC does not have to have priap 
station approval before a 
network rates, but the network 
showing a natural concern over 
keeping its radio family content, 
if not happy—a quite understand» 
able attitude since some affiliates 
have suggested that asking them 
to accept another rate cut is equive 
alent to inviting them to leave the 
network. 

Some local broadcasters suge 
gested this week that NBC might 
delay bringing the fracas to a head 
by not sending out a general notis 
fication and merely negotiating th 
new revisions when each station’ 
contract expires. It will take abo 
two years before all the a 
come up for renewal. 


@ On the other hand, some obser- 
vers feel the stations would not 
be pleased with this solution since 
some affiliates would immediate- 
ly be affected while others would 
have as much as a two-year period 
of grace. 

The suggestion in some quarters 
that NBC might be willing to com- 
promise does not seem to have 
much foundation—at least at 
present. Jack Harris of Station 
KPRC, Houston, chairman of the 
economic study committee which 
worked out the formula, pointed 
up the problem when he told AA: 

“I feel the idea of a yardstick 
which can be placed against the 
rates of all stations is an impor- 
tant principle—a principle which 
many broadcasters have supported 
for years. 

“I don’t see how NBC could 
change its mind about this thing 
without making a lot of people 
unhappy—people who really be- 
lieve in the principle of a rate 
yardstick for all stations.” 


Scott Appoints Bowden 

Scott Paper Co., Chester, Pa., 
has made three changes in its 
sales staff. J. D. Bowden has been 
named assistant to the v.p. in 
charge of sales. He replaces J. B. 
Kirkpatrick, who has been ap- 
pointed New England divisional 
manager with headquarters in 
Boston. L. H. Wight, New England 
divisional manager, has been 
transferred to Chester, Pa., suc- 
ceeding Mr. Bowden as sales per- 


‘sonnel manager. 
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60 
Along the Media Path 

e KSL, Columbia Broadcasting Co.; e More than 1,000,000 paid want| 
affiliate in Salt Lake City, says ads appeared in the Rochester 
that despite the growth of tele- Democrat & Chronicle during 1951, | 
vision in the city and a network/the paper reports, pointing out} 
rate cut, its 1951 sales hit an all-| that this was the first time the 
time high, exceeding 1950’s gross; 1,000,000 figure for classified had 
sales by slightly more than 2%.| been reached 


March, 1951, was the radio station’s 
best single month in history. 


@ The Jan. 14 issue of Drug Topics 
carried the largest dollar volume 
in its history, with 100 pages of 
ads. 


e Color advertising published by 
the Chicago Tribune last year es- 
tablished a new record for the 
paper. The total of 405 pages was 
79 more than the previous peak 
of 326 newsprint color pages, pub- 
lished in 1950. Of the 1951 total, 
267 pages were placed by general 
advertisers, 118 by retailers, 16 by 
automotive concerns and four for 
companies in the financial classifi- 
cation 


e Field & Stream, New York, is 
pointing with pride to the fact 
that for the 4Ist consecutive year, 
including 1951, its ad linage tops 
all other magazines in the outdoor 
field. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
gra mimeograph, address or 
mailing job. Quick pick-up and de- 
livery. fast and accurate — lenty 


of experienced peer re ane 
always in line 

Inc, 431 8 kt a _ Le 5. 
(Now in our 23rd successful year.) 


@ On Sept. 1, 1952 the New York 
Journal of Commerce completes 
125 years of continuous publication 
as a daily newspaper of commerce, 
industry and finance. 


e@ Time has published findings of 
a recent survey designed to ascer- 
tain magazine readership and pref- 
erences among government offi- 
cials in Washington. Results show 
that the weekly is read by exactly 
one-half of the officials in the 
city, running a close second to Life, 
which is read by slightly over half 
(52%) of Washington officials. 


e@ A special year-end tabulation 
covering 1951 shows that 503 dif- 
ferent ad agencies from virtually 
every state placed export adver- 
tising in one or another of the 
American Exporter publications, 
Johnston Export Publishing Co., 
New York, reports. 


e “World 
Graw-Hill 


Motor Census,” Me- 
International’s annual 
analysis of motor operations 
throughout the world, contain- 
ing factual reports from 150 coun- 
tries and territories, is available 
without charge from George E. 
Quisenberry, publisher of Ameri- 


WORCESTER... Sat 


All throygh 1951, month after 
month, from January to 
December, Worcester has stayed 
a preferred City-of-the-Month 
in Sales Management's Retail 
Sales Forecasts*, exceeding 


consecutive times. Expected retail 


the national index twelve | 


sales in Worcester this month 


of $20,650,000 will give 


| 


Now For 12 
Straight 
Months 


Worcester a City-National Index of 104.1. = 
sn 


Hit a high point 


product here in the prosperous 
Worcester Market through consistent 
advertising in the Telegram-Gazette, the 


La 
“et ~9 
NDRoys TW\S” te Rnon 
in sales of your —s 
2. intensive 
newspaper 
coverage 


newspapers that blanket the area. Daily 
circulation in excess of 150,000. Sunday 


*Copyright: Sales Management 


WORCESTER, 


ever 100,000. 


RAM -GAZETTE 


MASSACHUSETTS 


Geor EF BooTn Pubeisher- 
REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 


MOLONEY, 


OWNERS OF RADIO STATION WTAG and WTAG-FM 


=" 
ae ee ee 


KBIG ON CATALINA—This new 10,000-watt radio transmitter building now being 
erected on Santa Catalina Island by the Austin Co. for KBIG, the John Poole 


Broadcasting Co.'s station, has been planned to cover AM listeners from 
Barbara to San Diego and as far inland as Barstow, more than 125 miles 


Sonta 
north- 


east of Los Angeles. The site was chosen because salt water speeds radio waves, 
undiminished, over long distances. 


can Automobile, 330 W. 42nd St., 


New York 16. 


which the Journal conducts as a 
service to the food industry on be- 
‘half of advertisers. 


e Henry Publishing Co.’s Screen-| 


land Unit (Screenland, Silver 
Screen) has established a chain 
variety store merchandising bu- 
reau for its advertisers. The de- 
partment is designed to aid the 
sales of both the chains and their 
suppliers. 


e@ Fairchild Publications has re- 


leased the first issue of the 1951-) 


52 “Store Equipment, Services & 
Supplies Directory,” designed to 
provide stores with a list of re- 
sources for non-merchandising 
items. It covers a wide range of 
items as a service to controllers, 
display managers, store superin- 
tendents and purchasing agents. 


e@ Parents’ Institute’s Your New 
Baby had a paid distribution for 
December of 256,054, according to 
the first audit of its circulation. 


e The Houston Chronicle reports 
that its Goodfellows Club, through 
voluntary contributions from the 
public, gave more than 100,000 toys 
and 10,500 pounds of Christmas 
candy to the city’s needy children, 
in addition to providing a num- 
ber of needy families with Christ- | 
mas dinner. 


e@ The Ladies’ Home Journal is of- 
fering reprints of its “Kick-off” 
booklet, a collection of features 
from the magazine’s monthly pub- 
lication to the grocery trade, “The 
Bellringer.” The reprints cover a 
series of store managers meetings, 
part of the operations of an im- 
aginary Roger Bell enterprise, 


e WHOM, New York, reports that 
an Advertest Research investiga- 
tion reveals “that WHOM is far 
jand away the leading station 
among late evening Negro listen- 
ers.” 


]WT Transfers Thorniley 

William O. Thorniley, who has 
been J. Walter Thompson Co.’s 
Ford representative in New Or- 
leans and Houston the past two 
| years, has been transferred to San 
Francisco, where he will serve as 
regional account representative on 
the Ford Motor Co. and the Rich- 
mond & Northwest Ford Dealer 
Assn. account. He succeeds Victor 
E. Armstrong, who moves to the 
agency’s Detroit office as Ford ac- 
count representative on recondi- 
tioned engines, parts, service and 
used cars. 


Council Appoints Cowan 

The Southern New Jersey De- 
velopment Council has appointed 
Cowan Advertising, Bridgeton, N. 
J., to direct its advertising. News- 
papers, industrial publications and 
| direct mail will be used. 


' | Fairbanks Co. to Cayton 

Fairbanks Co., New York, man- 
|ufacturer of valves and hand 
truck casters, has switched its ac- 
|count from Doyle, Kitchen & Mc- 
Cormick, New York, to Cayton 
Inc., New York. 


Harris Named Ad Manager 
Burton Harris, formerly adver- 

tising manager of C. O. Miller 

Co., Stamford, Conn., has been ap- 


pointed advertising manager of 
Hens & Kelly, Buffalo department 
store. 


Advertising Age, January 21, 1952 


No Ad Budget Cuts 
Expected, Members 
of Sales Club Say 


New York, Jan. 16—Only 1% 
of the companies represented in 
the Sales Executives Club of New 
York intend to shave advertising 
appropriations this year. 

Half the companies have in- 
creased the size of their sales forces 
over 1950—and none plans to cut 
sales training this year. 

These facts, dug up by a poll of 
club membership, reflect the 
thinking of 55% that selling is 
harder than it was a year ago. 
Another 29% said selling “is the 
same as last year” and 11% said 
“easier.” 

Increases in company ad budg- 
ets are expected by 43% of the 
executives, 30% anticipate no 
change, and 26% gave no answer. 


Fairbanks Splits Divisions; 
Makes Executive Changes 


Fairbanks, Morse & Co., Chi- 
cago, has made its two divisions, 
electrical and scale, autonomous 
operations. Accordingly, the fol- 
lowing changes have been made: 
Gordon R. Anderson, manager of 
the Freeport, Ill., works, has been 
promoted to general manager of 
the electrical division in Freeport. 
W. H. Kingsley is sales manager. 
George C. Worthley, manager of 
the scale division in Chicago, has 
been promoted to general manager. 
Joe Peterson has been promoted 
to sales manager of the division. 

At the same time the company 
made three executive changes in 
its sales organization. J. A. Cuneo, 
manager of the Chicago branch, 
has been promoted to general sales 
manager. H. L. Hilleary continues 
as assistant sales manager. Milo 
C. Roy, manager of the Omaha 
branch, has been appointed man- 
ager of the Chicago branch. C. E 
Dietle, diesel department manager 
of the Chicago branch, has been 
promoted to manager of the diesel 
sales division. 


Hetherington Named Manager 

Jack Hetherington, formerly 
time buyer for Gardner Advertis- 
ing, St. Louis, has been appointed 


; manager of the St. Louis office of 


Adam J. Young Jr. Inc., station 


| representative. 


Pavone to Chrysler Corp. 

Peter Pavone Jr., a member of 
the community relations staff of 
General Electric Co., Bridgeport, 
for the past five years, has joined 
the public relations staff of Chrys- 
ler Corp., Detroit. 


producing for you the 
plates.. 


your success is our business... 
meeting your deadlines without sacrificing quality... 


_oproviding your organization with efficient 
service, willingly given... 


finest quality printing 


‘by skilled craftsmen in 
_« Ghiédgo’s most modern plant. 
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1951 GAINS WIDEN ADVERTISING AGE’S § 


B LEADERSHIP AS No. 1 PROMOTION MEDIUM § 
Fst ” a. Gains 


In Number of Accounts 


ADVERTISING AGE is the BIG medium with the BIG selling 
power, offering you the BIG value for your promotion dollars. 
That is why ADVERTISING AGE dominates in advertising 
leadership in 1951 as it has for more than a decade. 


* Here is ADVERTISING AGE’S 1951 record: 

2,593,059 lines of display advertising, 43.08% of the total in a 
S-paper field—a 265,083 line gain over 1950 as compared to a 
combined net loss of 11,767 lines for the others. 

* 52.15% of the total Magazine promotion linage— 


663,908 lines to 208,607 for 2nd place Printers’ Ink. This is a 
_ of 109,788 lines as against a combined net loss for the 
others. 


* 43.25% of total Newspaper & Supplements promotion linage— 
749,784 lines to 377,188 for 2nd place Sales Management. This 
is a gain of 65,765 lines, 91.22% more than the combined net 
gain of the other 4 papers. 

* 47.73% of the total Radio & Television promotion linage— 
326,333 lines to 125,426 for 2nd place Tide. This is a gain of 
118,867 lines, 143.77% more than the combined gain of all others. 
* 46.04% of the total Farm Publication promotion linage— 
144,347 lines to 60,648 for 2nd place Printers’ Ink. This represents 
a gain of 18,599 lines against a loss for each of the 4 others. 

* 47.45% of the total Graphic Arts & Point-of-Sale linage— 
211,064 lines to 131,992 for 2nd place Printers’ Ink. 


+ 23,506 
Advertising Agency & A. & S. 


UNAGE GAINS 
AND LOSSES, 1951 


* First in Outdoor & Car Card promotion linage 
* First in Advertising Agency promotion linage 
* Second in Business Paper promotion linage 
* First in total number of advertising accounts— 
854 accounts to 775 for 2nd place Sales Management. 
* First in total classified advertising (not included in display lin 
age figures)—28,574 lines to 23,856 for second place Printers Ink, 


This record, a barometer of advertising values, speaks for itsel. 
—and tells you that ADVERTISING AGE is the BIG book mos 
capable of doing the BIG job for your promotion, too. 


Major advertising media and services consistently recognize ADVERTISING AGE as 


the important place to reach the important people who are most important to them. 


LINAGE PICTURE FOR 1951 
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Here’s the record: 


Total advertising 
41,223,199 lines, an all-time high 
1 | for any New York newspaper 


Gain over 1950 
1,648,828 lines, almost a million 


rd lines more than the combined gains 
Wads t @al of the only two other New York 
newspapers that had gains 


Lead over second newspaper 
7,514,879 lines 


a 
The New York Times Percent of field 
27.15 percent, an all-time high 


for any New York newspaper 


Retail advertising (full run) 
18,796,766 lines, tops in New York 


lecl all MEWSPAPeFS | crore str aivrsing sm 


9,501,014 lines, tops in New York 


General advertising 
8,928,971 lines, tops in the U.S. 


In AMVEFTISIN | semen svrisn 


942,329 lines, tops in New York 


Financial advertising 
1,272,217 lines, 45th year of being 


in the world’s biggest | ““"""""“ 
gg Classified advertising 
11,235,735 lines, as much as all 


other New York metropolitan 
newspapers combined 


and most rewarding | teres te ras 


You get full value in The New York Times. 
Readers get more out of The Times 
because there’s more in The Times... 
more news than anywhere else in the 


i arket world. And when readers get more out of 
a medium, advertisers get more, too. 


Che New Pork Times 


“ALL THE NEWS THAT’S FIT TO PRINT” 
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